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Alert dealers recognize the exceptional advantages of selling shoes 


with unsurpassed “consumer acceptance’, so they stock only “RED 


GOOSE” Shoes for Boys and Girls of All Ages. 


The enviable “consumer acceptance’ accorded “RED GOOSE” Shoes 
is due, in part, to the long service they give with their All-Leather 
construction; and, in part, to their appealing, youthful styles fashioned 


over carefully selected lasts. 


©@ post card will bring our salesman to your store. @ 


Ld 
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VOICE of the TRADE 


eJOHN GUERNSEY, who knows 
more about retailing in general 
than any man in America, because 
he organized the Retail Censuses of 
Distribution for the Bureau of Cen- 
sus, Washington, D. C., writes in 
the Magazine of Wall Street: 








“The need for comparisons with 
1935 is that the Summer and Fall 
of 1936 were sweetened by release 
into retail trade channels of the 
soldiers’ bonus, loosely stated to 
have totaled two billion dollars. The 
best information available is that 
about 40 per cent of the 2 billions 
was soon spent. Compared to the 
38 billions of retail sales that year, 
this amount—2 per cent—had little 
effect on the general trend, although 
it did upset percentage comparisons 
of recent months with the ‘bonus 
months’ of 1936. Monthly com- 
parisons with 1935 avoid this dis- 
tortion of the ratio of monthly in- 
creases. There has been no slowing 
up. There may be now, for every- 
thing possible seems to have been 
done to arouse fear and encourage 
curtailment of normal consumer 
buying. The very leaders to whom 
the small business men of the coun- 
try should be able to look for 





sound advice are leading the anvil 


chorus.” 
* * * 


DR. F. M. NORMAND, of Lit 
Brothers, Philadelphia, Pa., has the 
happy faculty of maintaining a 
spirit of friendliness, warmth and 
good cheer in his shoe departments. 
Recently, he held a Conference Sup- 
per of his staff of 125 members of 
the shoe departments and it sure 
was a night of nights. The store 
orchestra and a number of talented 
workers in the shoe departments 
performed. Nationally-known 
speakers gave a touch of the prac- 
tical futures in shoe selling, to- 
gether with an understanding of the 
human foot and a need for a diver- 
sity of shoes for the customer-eye. 





A real tribute was paid in a com- 
ment made by Charles Reynolds 


who, for a quarter of a century, ° 


operated a large shoe department 
in Philadelphia. He said: “It is 
known generally in Philadelphia 
that the spirit of the employees of 
Lit Brothers shoe departments has 
always been a sort of family friend- 
liness that has been the talk of the 
town.” 
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eBESSE ADLER, at the recent 
meeting of the directors of the Na- 
tional Shoe Retailers Association, 
told the following story: 

“In one of our stores we have 
a manager who is 6 ft. 2 in. He 
was in the store, all alone, when 





in walked a bandit, pulled his gun 
and said: ‘Get to the back room 
and lie down and if you don’t make 
an outcry, you'll not be harmed.’ 
Then the -bandit went to the cash 
register. He came back and said: 
‘Where’s your money?’ The man- 
ager answered: ‘In the drawer.’ 

“Bandit: ‘But there’s only 
$75.00 there.’ 

“Manager: ‘You got it all.’ 

“Bandit: ‘Well, I can tell you 
one thing. You do a lousy busi- 
ness. I held up a shoe store up the 
street and got more money out of 
their cash drawer.” 

(Aside): “First he tells me I do a 
lousy business and then adds insult to 
injury by telling me my competitor does 
more business.” 

Three days later the newspapers 
carried, on the front page, the fol- 
lowing: 

“A safe weighing about 500 
pounds and containing between 

















$200.00 and $250.00 was carried 
out of the Adler Shoe Store, 617 
Eighth Avenue, sometime last night, 
Edward Mock, assistant manager, 
discovered this morning. The 
thieves jimmied the front door of 
the store, near 40th Street, and 
apparently carried the safe to a 
truck and carted it away. The safe 
was easily visible from the street 
with an electric light shining on it.” 
(Adding injury to insult.) 


* * * 


NOW let’s jump from New York 
to St. Paul and get a story from 
the Golfer & Sportsman: 

“Androcles and The Lion has its 
counterpart in St. Paul, where, at 
85 West Morton Street, Otto Eckel 
sits at his cobbler’s bench sur- 
rounded by birds and one beast, 
all of which owe their lives to him. 

“The beast is Prince, a Great 
Dane. He recently carried out the 
Androcles simile when he probably 
saved Mr. Eckel’s life from a gun- 
man. 

“*And to think,’ said the cob- 
bler, nodding proudly at the beast, 
‘that when I first got him two years 
ago he couldn’t stand. He just lay 
with his head between his paws.’ 

“Prince was only a five-weeks-old 
puppy, then, and deathly sick. Un- 
der Mr. Eckel’s watchful care, it 
was nine weeks later before he 
was able to stand. After that, he 
just grew and grew. Today? 
Chained in the rear of the shoe- 
maker’s shop is Prince, 180 pounds 
of canine go. A stranger coming 
into the shop would never know 
he’s there, so quiet is he. Mr. 
Eckel’s eyes dance. ‘You see, he’s 
trained.’ 





“So well trained, we learned, 
that when a ruffian came into the 
shop recently, flashed a gun and 
said, ‘This is a stick-up,’ Mr. Eckel 
had only to make one move of his 
hand. At this signal, Prince 
snapped his chain in one flying 
leap at the footpad. The gunman 
turned to run and the Great Dane 
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COURTSEY 


mia 
reene! 








— "Life," said Emerson, "is not so 
short but that there is always time 
for courtesy." 

—Young X, cub salesman, was asked 
by his employer to give a report 
on the reception he received on 
his first twenty-five calls— 

—Five executives gave him an op- 
portunity to present his case, six 
requested him to call again, nine 
were "not interested" or "too 
busy to talk" and the remainder 
were either rude or insulting. 

—Young X made this significant 
statement: "'! hope that some day 
I'll be influential enough to do a 
real service to the five men who 
gave me a hearing." 

—The cub of today may be the "big 
chief" of tomorrow. 

—It pays to be courteous. 


Pesident 





landed on him with such force as 
to tear the screen door off its hinges 
and land it past the sidewalk. Then 
Prince went to work in earnest.” 
S'S 
THE twentieth annual Beefsteak 
Dinner held by the Millerites Asso- 
ciation recently at the Hotel Com- 
modore, New York, was a grand 
tribute to the fellowship of the 
workers of the I. Miller factories 
and stores; for it was “tops” in 
entertainment, in dinner and dance 
and an excellent indication of the 
fraternity of fashion in footwear. 
It is the strangest thing, that even 
when you attend a big social gather- 
ing, you can’t get away from shoes 
and it seems that all the girls pres- 
ent vied with one another in the 
social competition of beautiful 
shoes for the occasion. 
* * * 


THE Fourth Federal Reserve Dis- 
trict-—Ohio, Kentucky and part of 
Pennsylvania, reports: 
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“In the shoe industry, September 
production was down more than 
seasonally from August, and was 15 
per cent under last year in the 
Fourth District. Output for the 
first nine months was 5.4 per cent 
in excess of the same interval of 
1936. Inventories are larger than 
a year ago by 20 per cent and un- 
filled orders are down quite sharply. 
Retail shoe sales held up very well 
in this section in September, gains 
of approximately 15 per cent being 
reported over last year.” 


* * *% 


SIDNEY W. WINSLOW, JR., 
president of the United Shoe Ma- 
chinery Corporation, was elected a 
director of the John Hancock Mu- 
tual Life Insurance Company of 
Boston. 

Mr. Winslow has been president 
of the United Shoe Machinery 
Corporation since June, 1927. At 
the time of his election to that of- 
fice he was in his 22nd year of ser- 
vice with the company, having be- 
gun his employment in 1905, after 
attending the graduate school of ap- 
plied science at Harvard University. 
He was elected a director of the 
corporation in 1914, vice-president 
in 1917 and a member of the execu- 
tive committee in 1921. 


a * * 


EN comparing his selling for Jan- 
uary and February deliveries in 
his Southern California territory, 
R. H. (Bob) Peek, who travels the 
entire West Coast for the Douglas 
Shoe Company, says: 

“Last year the brown and white 
combination sport shoe accounted 
for some ten per cent of the sales, 
while this year more than half of 
the orders placed for early delivery 





are for a good rich shade of Russia 
calf and white buckskin. It is really 
surprising the way the grays are 
being ordered for Spring. We all 
felt that grays would be good for 
the young man’s trade; but many 
customers are buying them in the 
more conservative patterns. The 
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all-gray, the two-tone grays and the 
gray and whites, in all patterns— 
plain and ventilated—leather and 
crepe soles are an important part 
of every order. Wing tips are 
holding their own, with medallion 
tips showing added strength. Crepe 
soles are very good in smooth and 
boarded leathers.” 


* * * 


SHOES and groceries—what next! 
Believe it or not, the A. & P. store 
of Salem, Mass., operates a shoe 
department—with boys’ shoes at 
$1.34, men’s shoes at $1.88 and 
girls’ shoes at $1.59. It is rumored 
that the shoe departments are leased 
to the managers. The shoes are 
sold on the self-service plan . . . 
bought as package goods. The ad 


reads: 
nae oter> q 
hte gay 
ph Bee 











At 
Three Big Money Saving Specials 
—Friday and Saturday Only! 


our Shoe Department— 


“1. BOYS: MHere’s good news for 
parents—Serviceable, sturdy Boys’ ox- 
fords at lowest price possible—Guar- 
anteed long wear. $1.34 per pair. 

“2. MEN: Here are big savings! 
Read carefully—Genuine Goodyear Welt 
Grain Leather Insole. Oak Leather Out- 
sole. Full Grain Uppers. Standard up- 
to-minute last. Bargain of a lifetime. 
$1.88 per pair. 

“3. GIRLS: Sensational News! One 
lot of black and brown leather oxfords 
in low and medium heels. Sizes 3% to 
8. Specially priced—$1.59 per pair. 

GUARANTEED SAVINGS.” 


* * * 


F.. E. BALLOU, 58 years in shoe 
retailing in Providence, R. I., opens 
a new store on November 30, which 
is, significantly, Providence Day. 
The store is to be 98 ft. long and 
36 ft. wide and he plans to make 
it one of the outstanding stores 
in New England. He has had his 
store on the Square (the center of 
the shopping district of Provi- 
dence) for 54 years. He says: 
“T’ve been here in this square 
for 54 years. That’s a long time to 
keep the sheriff away, with all the 
ups and downs of commercial life 
such as wars, rumors of war, de- 
flations, inflations, Presidential elec- 
tions, tariff revisions, NRA, depres- 
sions—several of them in the last 
57 years; I recall the dates of the 
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latter: 1883, °93, 1906, °13, ’21, 
°22, °29 and we are still in the 
throes of too much legislation which 
appears with the normal activities 
of the ordinary business man— 
whether he is a manufacturer or re- 
tailer or whether he makes or sells 
shoes or fabrics.” 

And he should know because he 
has been a member of the legisla- 
ture for years and high in the 
councils of statescraft. 


* * * 


MICHAEL MURPHY, secretary 
and sales promotion director of 
Krupp and Tuflly, Inc., of Houston, 
Texas, was elected governor of the 
Tenth District of the Advertising 
Federation of America at the an- 
nual convention held in San An- 
tonio, Texas. 

This is the largest district in the 
Federation, comprising the states 
of Texas, Oklahoma, Louisiana, 
Arkansas—which have fifteen large 
advertising clubs active within 
their borders. 

“Mike” Murphy has long been 
active in the sales promotional 
clinics of the National Shoe Fair, 
is a past-president of the Adver- 
tising Association of Houston and 
a director of the Rotary Club of 


Houston. 
x * * 


BR EPRESENTATIVE Wright Pat- 
man, author of the Robinson-Pat- 
man Act, says: 
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“The act requires that advertis- 
ing allowances granted to buyers 
be actually spent in advertising the 
seller’s' products. No more can 
such sums be turned to the buyer’s 
profit account or expended in pro- 
moting the buyer’s own establish- 
ments or private brands. Any 
institutional campaign by the buyer 
must now be conducted and financed 
by himself alone. Enforcement 
penalties of the act assure the ex- 
ecution of these provisions.” 


% id * 


66°THERE need be no fear that the 
leather industry will diminish,” 
writes Prof. Douglas McCandlish 
of the leather trades school of 
Leeds in Scotland. “No doubt sub- 
stitutes do have temporary effects 
on the demand for leather, and the 
prices obtainable for it. 

“Nevertheless,” continues Prof. 
McCandlish, “the industry re-ad- 
justs itself, and continues to do 
what it has always done, and that 
is to tan practically every hide and 
skin that is produced the world 
over. It is impossible to believe 
that hides and skins will ever be 
thrown away; they are too useful, 
and they always will be produced 
unless the world turns vegetarian. 
Thus the tanner will always ply his 
craft and keep his place in the 
world.” 
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"—— and tell the Sarge there's a special on service shoes at 6th and Main!" 
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WHY HAVE A 
AFTER 


ADMITTED that January is the tenth month and 
February the twelfth in volume records—so what? 
Shall we stick to old traditions and hibernate, or shall 
we keep awake and look alert? Customers are not 
going to be very much interested in an uninteresting 
store—or one that divides its time between sale-ing 
and sleeping. More and more, merchants are discover- 
ing that many women are interested more by a new 
style than by a sale price. 

There are promotion possibilities enough to enable 
a store to present interesting ideas from Christmas right 
on through to the advance Spring season, making the 
clearance sale the short, snappy affair that it should be. 
For instance, from Christmas through January we have: 

Vacation promotions of school shoes; back to college 

Footwear for New Year festivities 

Orthopedics: “Feet ache from Christmas activities?” 

Cruise shoes; resort footwear 

Graduation footwear (mid-year graduations) 

Winter sports shoes—hiking, skiing, skating, etc. 

Shoes to freshen Winter wardrobes 

Tie-up with Thrift Week (Benjamin Franklin), Jan- 
uary 17th to 23rd 











~ 
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DULL SEASON. 


CHRISTMAS? 


The poster design in dark blue lettering and white 
“North Wind” on a cold blue panel. is inset back of a 
cut-out panel done in white with blue trim. On the 
floor is a mound of “snow” with little birds pecking 
at grain, which also serves as a setting for stormy 
weather footwear. Check local precipitation records to 
show actual wet weather in January, February, and 
March. 


by R. E. ANDRUSS 


President’s birthday ball, January 30th 

Shoes to accompany new print dresses 

Stormy weather footwear 
All these in addition to your January clearance. Now 
let’s check up on February and see what can be done 
in addition to the Final Close-out. 


Footwear for pre-Lenten festivities 


Valentine gifts (February 14th) and party shoes 
tor girls 

Boy Scout Week (window or store showing of scout 
work) 

Early showing of Spring sports shoes—golf, etc. 

Advance Spring style advertising and display 
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~ blue panel, tree of 

Town crepe paper ap- 

plied flat with green 

glazed paper leaves. 

Waves and sea gulls, 

white card. Base of panel 
sanded. 


Ad-layout that suggests a 
five shoe wardrobe for 
cruise or southern vaca- 
tion. 
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Less Let-U p These Next Few Weeks Means 
Less Let-Down After the Christmas Season 





Lincoln’s birthday (February 12th) and Washing- 
ton’s birthday (February 22nd) 
Tie-in with slippers and house shoes when feature 
events for negligees and house dresses appear 
Tie-in also with Spring suit showings 
Check up on local Baby week 
With repeat promotions on resort shoes and stormy 
weather footwear where needed. eo 
To this list add local events of interest and, other, oppor- 
tunities for possible tie-ups that will build good will 
for the store—and don’t let a limited promotion bud- 
get keep you from doing a job. By using small ads, 
simple window units and going strong on INTERNAL 
STORE PROMOTION you can get more business with- 
out great expense. 

Be super-sensitive to what’s going on around you. 
Watch events in other stores. When print drésses break 
—repeat the ads in reduced size and add “—with cor- 
rect shoes from Store Name.” (Permission to repro- 
duce the ads should be obtained.) Do the same for 
women’s suits. Keep window displays and _ interior 
displays flexible, using unit trims in the windows so 
that any buying trends can be met immediately with 
displays that encourage buying. 

Now is an excellent time to form good internal store 
promotion habits. Portable panels of stormy weather 
footwear should be ready to move up front, taking the 
place of another display, when the demand comes. 
Ledge trims and show case displays should be kept 
fresh and interesting. Everywhere the customer looks 
she should see something to interest her, suggestive 

[TURN TO PAGE 57, PLEASE] 























Earl Veling, Veling’s Boot Shop, fits his customers carefully. 


SHOE STORES 
OP TO DATE 


In TYPICAL TOWN 


BBEAVER DAM, WIS., is a busy little city of 10,000 
which was recently made the subject of an interesting 
study by the U. S. Department of Agriculture in a 
national survey that included 19 small cities, 166 vil- 
lages and 66 farm counties. The average man or 
woman in this community likes to pay between $4 and 
$6 for shoes, $2.50 being the average price for chil- 
dren’s shoes, according to a rather comprehensive in- 
vestigation by the Boot & SHor RECORDER. correspon- 
dent. 

There are in Beaver Dam four modern stores 
that sell shoes and accessories exclusively: Veling’s 
Boot Shop, Yasger’s, Martin’s, and O. A. Haase Co. 


Beaver Dam, Wisconsin, One of the Nineteen 
Small Cities Surveyed in Department of Agriculture 
Study, Supports Four Modern Stores Where Shoes 
and Accessories Are Sold Exclusively, and They Doa 
Good Business in Medium Price Range, with Service 
on a Par with That Rendered in “Big City” Stores 


Seasonal window display at Yasger’s. 


Martin’s window showing hosiery display. 


Left—Interior of O. A. 
Haase Co. Right—Win- 
dow display of Veling’s 
Boot Shop features 
branded lines. 
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Harry Boettke, manager of the O. A. Haase Co., (below) 
rearranges his displays frequently. 


Shoe department at Newton & Wenz (below). 


—_ 


~~ 


H. Martin Jacob, proprietor of Martin’s, has the knack of 
keeping customers interested while he is selling them. 


Two department stores, J. C. Penny and Newton & 
Wenz, also have large shoe departments. Three shoe 
repair shops carry a small line of shoes. This set-up 
appears to suffice for this industrial-home community, 
which is surrounded by a rich agricultural area. 


Beaver Dam has 13 industries, employing 1800 men, 
with an annual payroll of about $3,000,000. Three 
banks report deposits at about $5,550,000. The depart- 
ment of agriculture found that an average salary in 
Beaver Dam for a family of man, wife and two chil- 
dren under 16 was about $1,309 or the past year. 

[TURN TO PAGE 47, PLEASE] 


Frank Yasger of Yasger’s (below) at work 
in his office. 
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CHECK your customer classes. And don’t overlook 
the younger set as one of your most potent markets for 
shoes. An increase of over 100 per cent in this par- 
ticular segment of the trade in a little more than two 
years sounds like a large order, doesn’t it? Yet one 
man to our knowledge has done it. 

He is J. J. McCabe, manager of the shoe depart- 
ment in the Mitchell, Baker, Smith Department Store 
at Lexington, Ky. What’s more, he is increasing this 
percentage daily in the face of strong competition. 

A fresh slant to the old, old method of advertising 
is netting these returns, and he calls it his “Magic 
Three” group. Like the ancient “In-unity-there-is- 
strength” story, the three are almost useless individual- 
ly, but together they bring results. All of his young 
people’s advertisements, averaging better than one a 
week, are based upon these three elements: Pictures, 
timeliness, and the series idea. 

McCabe uses the school or college paper as his 
medium. Unlike a great many advertisers who regard 
the student paper as a necessary evil, he has been 
employing this means for several years. Until 1933, 
he had run the usual stereotyped ads and got small 
| returns. Sales slowly advanced, but he knew that he 
was merely scratching the surface of possible busi- 
ness. Selling women’s shoes exclusively, he realized 
that out of approximately eleven hundred co-eds at 
the University of Kentucky, not counting those regis- 
tered at Transylvania College and the high schools, he 
was receiving just a smattering of their shoe business, 
and he wanted it. 

Some wide-awake manager in California had photo- 
j graphed a well-known movie star in his store as she 
was trying on shoes. McCabe read of it in a “pep 
talk” letter from a wholesale house. The picture had 
been run in a local paper and the publicity materially 
increased sales. McCabe put the letter aside, but not 
out of mind. That movie star business had struck 
pay dirt. 

“Bona fide” movie stars were pretty scarce around 
Lexington, but the university campus and the city’s 
younger set were alive with queens—Campus Queens, 
May Queens, and Beauty Queens. Again, the endorse- 
ment plans of advertising was not new, but the treat- 
ment was. McCabe photographed the newly-elected 
May Queen selecting a pair of Jacqueline shoes in his 
department, ran an ad in a student newspaper, and 





a res 


Se ee 
a tee 





SST 





BOOT AND SHOE RECORDER, November 27, 


1937 


Formula for a Growing Business: 


| Look to the YOUNGER 


placed an enlarged picture with a display of shoes in 
his front window. 

Sales jumped, but the idea was a little too novel for 
a few Kentuckians and there was some adverse criti- 
cism directed at the girl for “commercializing.” Mr. 
McCabe met this charge by explaining to the sorority, 
the only objecting group, that he was merely bringing 
the most important co-eds on the campus to the atten- 
tion of the students. The sorority was pacified, but he 
allowed its members to become fully adjusted to the 
plan by dropping it until the following year. 


CONTRAST that first attempt, costing him a pair of 
shoes, the price of the photographs, the cost of the ad, 
and the time and labor required to personally make 
up the ad, with today. Any week of this year there 
has been a waiting list of some of the most prominent 
co-eds on the campus who want their pictures run, and 
they supply the photographs themselves, while the 
paper’s business staff fashions the copy after the sug- 
gestions of Mr. McCabe. 

But pictures alone will not turn the trick. There are 
those other two components of the “Magic Three.” It 
is with this combination that he has built his young 
people’s business. Here is how he does it: 

All through the year, at colleges, universities, and 
high schools, there are elections and selections of 
popular co-eds as “queens,” sponsors, and representa- 
tive citizens. As each election approaches at Kentucky, 
McCabe publishes photographs of the candidates en- 
dorsing Connie and Jacqueline shoes, and when the 
selection is made, a print of the winner is run. 

Although Mitchell, Baker’s shoe department is not 
usually represented in the Tuesday edition of the semi- 
weekly paper, it furnishes the sheet with more adver- 
tising than any other single source, and on every Friday 
a Connie or Jacqueline ad appears. Last year, 


How a Young Shoe Department Manager 

Popularized His Business by Making a Bold 

Bid for the Patronage of the College Co-eds, 

Who Form an Important Segment of the 

Buying Publie in the University Town of 
Lexington, Ky. 
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GENERATION 


by L. T. IGLEHART 


A former University of Ken- 
tucky student, Mr. McCabe be- 
came manager of shoe depart- 
ment in the Mitchell, Baker, 
Smith store at Lexington in 
1929. Original ideas about shoe 
advertising have played a large 
part in his success. 


J. J, McCABE 


bed 


“Campusalutes to Miss was employed, capitaliz- 
ing on the word “Campusalutes,” feature of a popular 
column in the paper. For the current year, he is using 
the phrase, “This lovely co-ed—Miss . 

At least half of the space identifies and glorifies the 
co-ed, and the other half is devoted to the shoes. An 
event of local interest on this or any other campus is 
eagerly seized upon and utilized in the ads. 

An example of two-fold timeliness is the recent ad- 
vertisement showing five of the candidates for sponsor- 
ship of the R.O.T.C. Pershing Rifles drill unit, and 
the new Militaire shoe. In the course of four issues, 
all of the candidate’s pictures were used. The co-eds are 
among the most popular in the town, and more or less 
lead the other girls in styles. They all agree that “It’s 
Mitchell, Baker’s for smart shoes.” The result is 
obvious. 

Formerly, direct quotations were utilized, signed by 
the co-ed whose picture appeared. Later, indirect quo- 
lations appeared. However, both of these methods 
required small type because of the space they covered. 
Now, the caption “These lovely co-eds—all say .. . 
‘It’s Mitchell, Baker’s for the best in shoes’ ” is printed 
in large type, resulting in a clearer page with more 
selling value. Beneath each picture is given something 
concerning the popularity of the girl, the sorority and 
organizations to which she belongs. 

Another publicity stunt used recently was that of 
conducting a campaign to determine the co-ed with the 
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most perfect figure. A pair of Jacqueline shoes went to 
the winner, and two more prizes to the runner-ups. 
Cards were printed and circulated on the campus and 
in town, each girl filling in the card with her own mea- 
surements. That also brought additional trade. Later, 
a contest was staged to find the best-dressed girl and 
boy at the school. The winning girl wore a pair of 
Jacquelines. 

Timeliness struck the gong again when Mr. McCabe 
published a large photograph of the “Campus Sweet- 
heart.” This co-ed is selected in a poll conducted by a 
humor magazine printed locally. The picture of the 
“Sweetheart” was run in an ad, and the paper was 
out about three hours before the magazine went on 
the stands. 


WHEN an important dance is being heralded, evening 
sandals always appear in his ads. When football games 
are “tops,” sport shoes are shown. During the rush 
weeks of sororities and other organizations—days of 
teas and formal dinners—dress shoes are featured. 

In this manner, by keeping his fingers constantly on 
the pulse of the young people, he anticipates and paves 
the way for his business. The idea of shoes is always 
connected with the name of the co-ed in some definite 
form. Last year, immediately following the Military 
Ball, a picture of the queen of the ball was used with 
the following: “Just as the crowning of charming 

[TURN TO PAGE 47, PLEASE] 
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Let Us Stand Up as Business Men 


THE important thing is to get a balanced view of the 
situation we are now in. That may be exceedingly 
difficult if you think in terms of the whole picture, for 
the world outlook is “worse confounding.” The “Four 
Horsemen”—Russia, Japan, Italy and Germany—have 
upset everything. 

This globe of ours is tied up economically as well 
as emotionally and a simple example may indicate it 
just as well as if we threw a tonnage of words at 
you—i.e., because there is a war in Shanghai, Japan 
is not in the market for our Texas cotton crop as in 
former years. And some little farmer in a small Texas 
town is therefore made cotton-rich but cash-poor and 
denies his youngster a pair of new shoes. By this 
illustration you see at a glance how the shoe industry 
and every other industry can be tied up with an 
event half-way round the world. Multiply that a 
thousand times and what have you got—a mess. 

Far more devilish is the world-wide attitude toward 
pacts, agreements, contracts and obligations. When 
nations repudiate, it isn’t long before individuals con- 
sider nothing binding, anywhere. To keep a contract and 
an obligation is an exception to the rule of business, 
as well as nations. To cancel and repudiate is the 
order of the day. 

The shoe and leather industry has not been immune. 
It is time for a moral awakening. We can only build 
a better industry and a better nation by holding to 


"our good word, come what may. There might be some 


vestige of excuse for negotiations to the end that con- 
tracts might be softened and prolonged in time; but 
for a business concern to summarily return or cancel 
goods that have been made up to their order, there is 
no excuse—and retribution is sure to follow. 

For remember this, money is the cheapest com- 
modity we have. Plenty of it is in sterile idleness. It 
is ready to go to work. It may be hard to get for an 
individual business, with an individual problem; but 
ithere is a tolerance among creditors today—particularly 
those who have a stability over the years. 

Remember, we are operating a nation on a broad 
spiral of inflation. Nothing can prevent the artificial 
stimulation of wages and relief. Congress is indulging 
in the most seductive of all narcotics. ... Pretty words 
in high places—that budgets are to be balanced and 


business is to be relieved of some of its mental tor- 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


tures. All words—no realistic action expected. We 
have said it before and we say it again. . . Congress 
likes to put on the whiskers of Santa Claus and it 
won’t be long now—pay-off comes next session. 

The census of unemployment has been taken and 
our guess is that it will show nine million employ- 
ables out of work. Maybe business, big and little, has 
heen dumb in letting workers out a week before the 
census was taken—so that the final figures will show 
a terrible record of immediate unemployment, even 
though over the year the income has been better than 
normal. All businesses in the last few years have been 
operating with high peaks—now comes the low valley. 
A balanced view of the situation would be one which 
measured the level of employment of the year, rather 
than the unemployment of the week. 

There is no question but what we have in Washing- 
ton the greatest inflation machinery in the world. We 
can cheapen money at will. We have “revised our 
banking system so that not one penny of gold, silver 
or any other commodity, is necessary as security for the 
many billions of deposits; only the 1.0.U. of the 
politician—the United States government bond—is 
required.” 

It is our hunch that the wildest bunch of inflationists 
will now go to work. The farmer will get price guar- 
antee. The hours and wage bill will make next season’s 
shoes cost more. The cotton growers will be taken 
care of. The railroad and public utility interests will 
put on the pressure to get theirs. The Housing Pro- 
gram will make it possible to get loans up to 80 per 
cent of cost, and the medicine of money will be 
spooned out to sick business. All these forces are 
“ganging” up, at the moment, knowing that separately 
they cannot get very far, but collectively they can 
sweep the nation into an upswing. For the temper of 
the people is not such as to tolerate a depression. 

Meanwhile, let us give thanks for the steadiness of 
the American public, buying its necessities from day 
to day and living in hopes that the picture is not as 
bad as it is painted. The public is on the side of 
business, at the moment, and we can hold that respect 

[TURN TO PAGE 44, PLEASE] 
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THE HOTEL STEVENS 


Committee OKs SHOE FAIR PLANS 


THE Joint Committee of the National Boot and Shoe 
Manufacturers Association and the National Shoe Re- 
tailers Association met last week at the Hotel Stevens 
to make preparations for the National Shoe Fair to 
be held in Chicago on Jan. 2, 3, 4, 5 and 6, 1938. 
Chairman Maxey Jarman presided over the session 
attended by Harry E. Fontius, Herbert N. Lape, John 
R. Laycock, William Pidgeon, Jr., Frank S. Rice and 
Weir Stewart. 

“The success of the National Shoe Fair of 1938 is 
assured by the unprecedented number of early display 
registrations!” said Chairman Jarman in the Head- 
quarters Office at the Stevens Hotel. “Already we have 
made definite assignments of more than 800 exhibit 
rooms and booths; indicating that every shoe section of 
the country will be in attendance. 

“The importance of showmanship is obvious to the 
leading shoemen of America. They find in this na- 
tional exhibition an opportunity to display the new 
fashions in footwear; the new stimulants in shoe pro- 
motion, and the natural enthusiasm of a producer, 
proud of his product. Each year the Chicago meeting 
of merchants and manufacturers intensifies its impor- 
tance to the industry—a fact evidenced by the steady 
yearly increase in sample room assignments.” 

To take care of the display needs of the industry in 
its entirety, one thousand display and sample rooms 
have been set aside at the Stevens—the world’s largest 
hotel. The National Shoe Fair achieves importance 
nationally because it is the most extensive trade ex- 





More Than 800 Exhibition Rooms Already 
Definitely Assigned for National Show at Hotel 
Stevens, Chicago, January 2, 3, 4, 5 and 6, 1938 


hibition held by any industry and because it is the 
first of the great Industrial Fairs to be conducted in 
1938. Every branch of the industry will concentrate 
under one hotel roof in the display of the Spring styles 
in shoes, the new colors in leathers, the new types of 
footwear, and the latest in hosiery, handbags, store 
equipment, and the complete span of products from 
factory to fitting stool. 

The National Shoe Fair is founded upon the basic 
relationship of the exhibition to the convention. They 
are two inter-related functions that strengthen the 
business partnership of merchant and manufacturer, 
and broaden the viewpoint of both in the appreciation 
of fashions, economic outlook, advertising and mer- 
chandising. 

The convention program is formulated by a special 
committee of the National Shoe Fair. These committee 
men try to include in the arrangements a varied, yet 
complete, group of events. They believe that this 
schedule should concern the necessary chain of causes 
that link together to effect the final sale of a pair of 
shoes at the fitting stool. They organize the program 

[TURN TO PAGE 34, PLEASE] 
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It may be the good name of a manufacturer or the products used in mak- 
ing shoes. It may be the good name enjoyed by your store. The basic 
influence in business is a good name due to a recognizable foundation for 
it. Knowing, as you do, that “The Customer is King,” that he places a high 
value on a good name, why not get in line with others and sell men’s shoes 
bottomed with sole leather that carries a good name? 


KISTLER BENCH-BRAND 
SOLE LEATHER 


A BALANCED TANNAGE 


gives you and your customers the utmost value. The cost per pair of men’s 
shoes bottomed with it may be slightly more than shoes with ordinary 
sole leather but, consider the gain in merchandising advantages. The 
fitter has a feature on which he can cash in. “BENCH BRAND” Sole 
Leather air conditions the feet. Our vegetable tannage retains leather’s 
natural ventilating properties. It assures suppleness, moisture resistance 
and wear. It creates consumer consciousness of sole leather quality and 
so improves your business opportunities. 
Men’s shoes bottomed with Kistler 


BENCH BRAND Sole Leather retail 
at popular prices. 
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for the letter, Mx. 


Jarman’s Powerful National Advertising 
Will Help Make Millions of Airflator Prospects 


N 1938, Jarman will establish the new Airflator as “America’s best 
known feature shoe.” Pages of advertising in The SATURDAY 
EVENING POST and in ESQUIRE will acquaint millions of men 
with the marvelous comfort features . . . found only in the Airflator. 
Full color photographs and drawings will picture the finer style of 
the Airflator. A wealth of colorful and arresting sales material 
has been prepared ... including special window displays, counter 
cards, newspaper mats, mailing cards, etc. 
Never before has any one feature shoe been accorded such back- 
ing. Jarman will start customers coming into your store. The Air- 


flator shoe will keep em coming in. . . just as they are coming The Clipper—No. 2215 
A JARMAN 


Airflator 


SHOE 


in to see Mr. Fellman. The Jarman salesman is on the way. He’ll 
show you the new Airflator . . . In styles to please your most 
style-minded customers . . . Priced as low as regular everyday fea- 
tureless shoes. Stock up on Airflators and profit on this great new 
shoe that literally sells itself. For advance information write 


Jarman Shoe Company, Nashville, Tenn. 
Division of General Shoe Corp. 


THE FAMOUS TREAD-TEST FIGURE 
He walks through every Jarman advertisement— 
telling folks that all Jarman shoes will give them 
long-lasting style, comfort and wear. Another reason 


TREA. eff, STED why more and more men are “going Jarman.” NS S 


> Let this Airflator Demonstrator 
Board work for you. Here’s how: 


Have your customer step on the steel ball in the 
Demonstrator. First with his old shoe. His foot 
will be sensitive to the uncomfortable pressure 
of the steel ball. Then have him step down on 
the steel ball with the Airflator shoe. He'll imme- 
diately notice the difference. Because in the 
Airflator shoe the patented cushion innersole ab- 
sorbs the pressure—keeps the foot protected—and 
always comfortable. There is no discomfort. 


MOST STYLES 


SHOES FOR MEN P 
me Airflator *O” 


MOST JARMAN SHOE STYLES ARE PRICED TO RETAIL AT $5.00 TO $7.50 
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Don’t Forget SHOES During Holiday 
An impressive advertisement by B. Alt- PR OM OTI ON SE A S ON 


man & Co., New York, that tells the 


story of evening footwear, now coming 
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into its natural selling season, in an 

attractive and dignified way. 

stores everywhere will feature glam- 

orous slippers and sandals for formal 
festivities in the next six weeks. 


B. ALTMAN & CO. 






FIFTH AVENUE 34TH STREET 
> / starry-toed pump, 
pew 15-75 


burnished paisley 


very much spotlighted now, your 
evening sandals, for many.ef your 
grand entrances are made on grand 
staircases. ..half the hard-to-get-in 


places in town are approached by 





gold-latticed sandal, 
per 2Q-00 








NEW YORK STORE ONLY 


Formal Evening Footwear Is Much in the Ad Picture 


in December, and Shoes as Well as Gift Accessories 


Need the Stimulus of Strong, Selling Copy 


PEOPLE who plan advertising 
and are charged with the responsi- 
bility of producing it have always 
had to contend with an unfortunate 
inclination on the part of the 
“powers that be” in the average 
business to regulate the spending 
of the advertising appropriation 
according to the condition of the 
business at the moment, rather than 
according to its need. When busi- 
ness is good, the advertising mana- 
ger has a relatively free rein, within 
the limits of the appropriation 
allotted to his department, but when 
sales show a tendency to ease off 
he is likely to be told to cut down 
on space right at the very time 
when a bold policy of increased 
promotion and publicity all along 
the line might conceivably turn the 
tide so far as that particular store 
is concerned. 

Looking over a big batch of shoe 
ad clippings from all sections of 
the country, one is apt to wonder 
if the shoe trade is in the latter situ- 
ation at the present moment. The 
Fall selling season, so far as shoes 
were concerned, started out with 
a blaze of publicity, and hardly 
can we remember a Fall when shoe 
stores used big space, even full 
pages in newspapers, with such ap- 
parent indifference to the expendi- 
tures involved. But in recent weeks 
there appears to be a tendency to 
use fewer ads and smaller ones, 
and if that is the result of a con- 
sciously planned policy of curtail- 
ment, the results, it would appear, 
are likely to prove, in the long run, 
disappointing. 

The position of the advertising 
man, to a certain extent, is similar 
to that of the physician. No one 
can say for a certainty that the 


patient would not recover, even 
without the doctor. But at least 
the medical man, once he is called 
in, is given an opportunity to ex- 
ercise his judgment and apply his 

[TURN TO PAGE 59, PLEASE] 





RIBBON TRIMMED 


Just-in styles you'll wear with your dressi- 
est clothes. They make your ankles look 
unbelievably slim and lovely . . . in' soft 
Charcoal Black suede with their sleek, 
smooth lines subtly eccented in gros- 
grain ribbon. Very.feminine. Very flat- 





HAHN 


Exclusively at 1207 F 


An unusual layout by Hahn of Wash- 
ington, featuring a single style in an 
advertisement two columns wide by ten 

and a half inches deep. 








BOOT AND SHOE RECORDER, November 27, 1937 


To get the 
Custom Look’ that 


makes men buy, 


La ZOO 
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That's what the leaders do — as you can readily 
prove to yourself by checking the catalogs of firms 
that make fine shoes for men. This smooth, lustrous 
vegetable tannage — companion to Gallun’s hand- 
boarded Norwegian Calf for more rugged types of 
shoes — has that quality of quiet richness which 
lifts a shoe above its price class. And, of course, all 
the practical advantages of Gallun’s vegetable tan- 
nage — glove-like pliability at the first wearing, no 
stiffness after a siege of wet weather, and remarkable 


workability from the viewpoint of the craftsman. 


A. F. GALLUN & SONS CORPORATION 
MILWAUKEE WISCONSIN 














fo iceaocree 


Lhe New 


In the past, both the shoe retailer and manufacturer 
have been guided by a two dimensional formula in shoe 
fitting... the correct length and the correct width. 

But now we have the “third dimension”. . . comfort 
depth . . . made possible by Onco, the new Self-Con- 


forming Innersole. 


New Comfort for the Customer 


This sensational development gives customers an en- 
tirely new conception of shoe fitting. 

‘Old shoe’ comfort in new shoe wear becomes a reality 
with Onco, for this new innersole instantly conforms 
to the individual shape of any foot. Onco is also per- 
manently flexible, strong, durable . . . and quickly dis. 
pels moisture caused by excess foot perspiration. More- 
over, its quality is always absolutely uniform. 


New Stimulus for Retail Sales 


Consider what this new feature in shoe fitting can mean 
to you in terms of increasing your present volume: 


1. It will identify your shoe lines with Onco national 


advertising which will be read by your customers. 
2. It will win customer preference for your merchan- 





NCO Lncwle 


niys to the [ielatler’ 
bhi Vital Selling Factor 





dise by providing greater comfort in the shoes you sell. 
3. It will provide a plus sales feature over and above 
the advantages embodied in the shoes you now carry. 

4. It will arm your shoe clerks with a dramatic new 
sales story that is certain to close many sales for you. 


You can obtain the new Onco Self-Conforming Inner- 
sole by merely specifying ...‘“Onco’”’... on your next 
shoe orders. Manufacturers will gladly furnish this sv- 
perior innersole at no extra cost to you. 


How You Can Identify Onco 
These new Onco innersoles all have the Onco trade 
mark plainly stamped over the surface. Placed there for 
your protection, it is your guarantee of ‘third dimen- 
sion’”’ comfort. 


Notice to Shoe Manufacturers 
If you haven't already received samples of the new 
Onco Self-Conforming Innersole, we suggest you get 
in touch with any of the following Brown Company 
offices: Boston - New York + St. Louis + Portland, 
Maine. - In Canada: Brown Corporation, Montreal - 
Agents in countries throughout the world. 


BROWN COMPANY 


FOREMOST PRODUCERS OF PURI prep A CELLULOSES ror quatity propucts 













* THE SECRET OF 
ONCO INNERSOLE COMFORT 


The new “third dimension” in shoe 





fitting ... comfort depth . . . is made 
possible by “Onco-Base’”’. . . a new 
patented material . . . made from a 


Brown Company purified cellulose. 


» 
The Gueo Snmersale makes possible the 3 Dimension in Shoe Fiting 


) Brown Company. 














Open and closed toe sandals will be much in vogue 


for the Spring of 1938 







Our designers, In recognition of this fact, have created a smart and timely 






new version the ‘’Rita’’ model. Fifth Avenue already has shoes made on 





this authentic favorite. It is available for all heel heights from 12/8 to 21/8 
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STYLE 


FINISH | 


Chief among them are: 


@ ALUMINUM BASE 

@ CELLULOID TOPS 

@ FAST COLOR 

@ ROLL SETTING 

@ NON-RUSTING 
@ DURABILITY AND 
DISTINCTIVE APPEARANCE 








UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Kangaroo is a leather for active feet, 
1 a man’s leather. It is 17% stronger, 
@ @ @ weight for weight, than any other 
leather. It is soft and pliable, wears 
well, is most difficult to scuff, and 
takes a high, brilliant polish. Shoes 
of Kangaroo are for retailers who 
want to sell what their customers want 
to buy. 
Each pair of Kangaroo shoes you sell 
2 gives you an immediate, one - time 
@ @ @ profit, and more than that. Each pair 
helps you build a prestige, gives you 
an investment in the future, an invest- 
ment in satisfied customers and repeat 
sales. Kangaroo is for forward look- 
ing retailers! 
With Kangaroo, you can build a new 
3 and unusual advertising cam \. 
@ @ @ For you can lead into “reason-why” 
copy with the attention-getting, arrest- 
ing story of the “strange animal from 
*’way down under.” Kangaroo is for 
aggressive, merchandising minded re- 
tailers! 
- To help you go into action, the Kan- 
garoo tion & Westmore- 
@:6@.6 land Sis., Philadelphia, Pa.) will help 
you with suggestions, free displays, 
and free mats of advertisements for 
newspaper or direct-mail use. Just 
write and ask for this material. Kan- 
garoo is for practical retailers! 
Last, but not least, genuine Kangaroo 
is tanned in this country. “Kangaroo 
@ @ @ horse,” “kangaroo sides,” and “kan- 
garoo calf” are not Kangaroo. Genu- 
ine Kangaroo is tanned by the Surpass 
Leather Co., Philadelphia, the Rich- 
ard Young Co., New York, and the 
Ziegel Eisman Co., Boston. 


KANGAROO 


TANNED 
IN 
AMERICA 
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‘Committee OKs Shoe Fair 
Plans 


More Than 800 Exhibition Rooms Already 
Definitely Assigned for National Show at Hotel 
Stevens, Chicago, January 2, 3, 4, 5 and 6, 1938 


[CONTINUED FROM PAGE 28] 


so that no shoeman can afford to miss it! They desig- 
nate highlights that will give a picture of nation-wide 
economics, that will show merchandising at its best, 
that will give inspiration for the building of a better 
business in the months to come. 

As in the past, the Northwestern University staff 
from the Commerce Department will sit in individual 
session with merchants to discuss the operation of 
their retail business. This informational service has 
become a permanent part of the program—many mer- 
chants have found it to be an invaluable aid. It is a 
chance for any retailer to take account of his business, 
and to receive the sound advice of experts. 

Each unit in the program is necessary, concise, and 
to the point. There are plenty of facts and figures. 
The ideas of successful business men can be heard by 
those who listen. 

The new styles in footwear can be studied by those 
who attend the presentation of men’s fashions . . . by 
those who see the style show. The fashion promenade 
will present the shoes that will be popular in the 
Spring; the types that merchants everywhere will sell 
at a profit. Integral too, in the convention plans are 
the 27th annual meeting of the National Shoe Retailers’ 
Association and the 32nd annual meeting of the Na- 
tional Boot. and Shoe Manufacturers’ Association. 

The enthusiasm for showmanship in the shoe indus- 
try grows not only because the number of exhibits at 
the National Shoe Fair increases year by year, but 
because the value of the convention functions become 
more apparent each season to the shoemen of every part 
of the country. The attendance of manufacturers is 
assured. The attendance of retailers is promised by the 


increasing need of information available only at con- - 


ventions. The National Shoe Fair is a friendly oppor- 
tunity for a manufacturer to present his line for the 
critical approval of a great group of retailers. It is 
an opportunity for the merchant to confirm his selec- 
tions in footwear, to confirm his experience in style 
merchandising, and to get new ideas that will be of 
value in the operation of his business in the New 


Shoe Year. 
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Barker Shoe Co., Inc., 
Barnett Footwear, Inc., 
Barr & Bloomfield Shoe Mfg. 

6; 


Bass, G. H., & Co., 


Acme Shoe Mfg. Co., 


Adams Slipper Co., 
Adler-jJones Co., 
Advance Wool Skin Shoe Co., 
Air-O-Pedic Shoe Co., Bates, Chas. S., Inc., 
Bedford Shoe Co., 
Beckerman Shoe Corp., 
Beker & Friedman Shoe Co., Inc 


Belcher, George E., Co., 


Bellaire Shoe Co., 

Belle Craft Slipper Corp., 
Belle Meade Shoe Co., 
Belleville Shoe Mfg. Co., 


Big “K” Shoe Mfg. Co., 


Blue Ribbon Shoemakers, 
Blum Shoe Mfg. Co., 


Boot & Shoe Recorder, New York City, N. Y. 


Booth, Walter, Shoe Co., 
Boston Novelty Shoe Corp., 
Boyd-Welsh, Inc., 

Brauer Bros. Shoe Co., 
Bridgewater Workers’ Co-opera- 


Allen Edmonds Shoe Corp., 


American Shoemaking, 
Ansin Shoe Mfg. Co., 
Anwelt Shoe Mfg. Co., 
Apt, E. R., Shoe Co., 
Armstrong Cork Co., 
Armstrong, D., & Co., Inc., Rochester, N. Y. 
Arnold Bros. & Co., 
Arnold, M. N., Shoe Co., 


South Weymouth, Mass. 


East Weymouth, Mass. 


Athletic Shoe Co., The, 
Atkinson Shoe Co., 
Ault-Williamson Shoe Co., 


B. & B. Shoe Co., 
Badorf Shoe Co., 
Bancroft-Walker Co., 


Banister, James A., 


Banner Shoe Corp., 
Banner Slipper Co., Inc., 
Baris Shoe Co., Inc., 


0. 
South Weymouth, Mass. 


Brooks, Wm., Shoe Co., The, 
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Brouwer Research Foundation, 
Milwaukee, Wis.. 


Brown Co., Portland, Me. 
Brown Shoe Co., Inc., St. Louis, Mo. 
Brown, H. H., Shoe Co., Inc., 

Worcester, Mass. 
Burtron Shoe Co., Farmington, N. H. 
B-W Footwear Co., Inc., Worcester, Mass. 
Capitol Shoemakers, St. Louis, Mo. 
Carlisle Shoe Co., Carlisle, Pa. 
Carmo Shoe Mfg. Co., Carthage, Mo. 
Casselman, T. & E., Paper Box Co., 

New York, N. Y. 
Central Shoe Co., St. Louis, Mo. 


Central Slipper Co., Inc., Bayonne, N. J. 


Clapp, Edwin, & Son, Inc., 
East Weymouth, Mass. 


Clark Shoe Co., Auburn, Maine. 
Clayton, A. C., Printing Co., — st. Louis, Mo. 
Clickstein Shoe Co., Boston, Mass. 


Cobb, Charles H., Shoe Co., Inc., 
Manchester, N. H. 


Cohen, I., & Sons, Boston, Mass. 
B. C. Cole Co., Norway, Me. 
Cole, Rood & Haan Co., Chieago, 11. 


Colella & Leighton Shoe Co., Lynn, Mass. 
Collingwood Shoe Co., Inc., Endicott, N. Y. 
Collins-Morris Shoe Co., St. Louis, Mo. 
Comfort Sandal Mfg. Co., Inc., 
Long Island City, N. Y. 
Comfort Slipper Corp., Fitchburg, Mass. 
Commonwealth Shoe & Leather Co., 
Whitman, Mass. 
Compo Shoe Machinery Corp. 


oston, Mass. 
Conformal Footwear Co., St. Louis, Mo. 
Connolly Shoe Co., Stillwater, Minn. 
Conrad Shoe Co., North Abington, Mass. 


Consolidated Shoe Corp., cincinnati, Ohio. 
Consolidated Slipper Corp., Bombay, N. Y. 


Coon, W. B., Co., Inc., Rochester, N. Y. 
Cooper, S., Mfg. Co., New York, N. Y. 
Cooper Wells & Co., Chieago, II. 
Cousins, J. & T., Co., New York, N. Y. 


Corcoran, Joseph F., Shoe Co., 
Stoughton, Mass. 


Craddock-Terry Co., Lynchburg, Va. 
Crescent Shoe Co., Inc., New York, N. Y. 
Crystal Fixture Co., Chieago, III. 
Curtis Shoe Co., Inc., Marlboro, Mass. 
Curtis-Stephens-Embry Co., _— Reading, Pa. 
Cushman, Charles, Co., Auburn, Maine. 
Dainty Maid Shoe Co., Haverhill, Mass, 


Dainty Maid Slipper Corp., _otgeville, N. Y. 
Danvers Shoe Co., Inc., Newburyport, Mass. 
H. E. Davis Shoe Co., Freeport, Me. 
David Brown, Baltimore, Md. 
Devine & Yungel Shoe Mfg. Co., 
Harrisburg, Pa. 
Dewey & Almy Chemical Co., 
Cambridge, Mass. 
Dickerson, Walker T., Co., cotumbus, ohio. 
Dine Shoe Co., Wakefield, Mass. 
Dingley Foss Co., Auburn, Maine. 
Doerman Shoe Mfg. Co., 
South Milwaukee, Wis. 


a o> os Nashville, Tenn. 
joyle Shoe Co., Inc., ’ Brockton, 
Douglas, W. L., Shoe Co., pet con 
Dover Shoe Co., Inc., Dover, N. H. 
Drew, Irving, Co., Portsmouth, Ohio. 
Dunbar Pattern Co., St. Louis, Mo. 
Dunn & McCarthy, Inc., Auburn, N. ¥. 
Eagle Shoe Mfg. Co., Inc., Everett, Mass. 
Eastern Footwear, Brooklyn, N. Y. 
Eaton, Chas. A., Co., Brockton, Mass. 
Edgerton Shoe Co., Milwaukee, Wis. 
Edgewood Shoe Factories, Atlanta, Ga. 
Edwards, J., & Co., Philadelphia, Pa. 
Elam, F. S., Shoe Co., Rochester, N. Y. 
Emerson, A. E., Shoe Co., Inc., 

Worcester, Mass. 
Endicott-Johnson Corp., Endicott, N. Y. 
Ennis, John, Inc., Brooklyn, N. Y. 
Ephrata Shoe Co., Inc., Ephrata, Pa. 
Evans, L. B., Son Co., Wakefield, Mass. 
Fairchild Publications, New York, N. Y. 
Fargo-Hallowell Shoe Co., Chieago, 111, 
Farmington Shoe Mfg. Co., Dover, N. He 
Fashion-Bilt Shoe Co., Pontiae, Ik 
Fein & Glass, Inc., Reading, Pa. 
Fern Shoe Co., Los Angeles, Calif, 
Ferris Shoe Mfg. Co., Souderton, Pa. 
Field & Flint Co., Brockton, Mass. 


Fitchburg Shoe Mfg. Co., —_Fitehburg, Mass. 
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THE SHOE INDUSTRY’S GREATEST SHOW 


Five Star Shoe Co., Inc., 


Long Island City, N. Y. 


Fleisher Shoe Co., Manchester, N. H. 
Hlexmor Shoe Co., Boston, Mass. 
Florsheim Shoe Co., The, Chicago, 11. 


Ford, C. P., & Co., Inc., Rochester, N. Y. 
Forest Park Shoe Co., St. Louis, Mo. 
Frank Shoe Mfg. Co., Milwaukee, Wis. 
Franklin Park Shoe Co., a Ohie. 
Franzen Shoe & Slipper Co. 


Freeman, Joseph, Shoe Co, Ir ae EES 


Freeman Shoe Corp., Beloit, Wis. 
Friedman-Shelby fse Co., = St. Louis, Me. 
Frye, John A., Shoe Co., Inc., 


Mariboro, Mass. 
Gaffney-Sulkis Shoe Co., Inc., 


Gale Shoe Mfg. Co., North Adams, Mass. 
Garfield-Rosen, Boston, Mass. 
General Shoe Corp., Nashville, Tenn. 
Gerber Shoe Co., Inc., Lawrence, Mass. 
Gerberich-Payne Shoe Co., Mt. Joy, Pa. 
Gil-Ash Shoe Co., Fitehburg, Mass. 


osace Mass. 


Boston, Mass. 


Gilbert Shoe Co., Thiensville, Wis. 
Givren, E. J., Shoe Co., Inc., ce ae 
Godman, H. C., Co., Columbus, Ohie. 
Goldberg Bros., Inc., Haverhill, Mass. 


Goldberg, S., & ae Inc., Hackensack, N. J. 
Goldstein, Julius, & "Sons Co., Boston, Mass. 


Goldstein, S., & Sons, Boston, Mass. 
Goldstein, i Bie Boston, Mass. 
Golo Slipper Co., New York, N. Y. 


Goodyear Tire & Rubber Co., akron, Obie. 
Gotham Shoe Mfg. Co., Binghamton, N. Y. 
Gray Bros., Inc. Syracuse, N. Y. 
Great Northern Shoe Co., 


Manchester, N. H. 
Green-Barr Shoe Co., Lowell, Mass. 
Green-Bell Shoe Co., Haverhill, Mass. 
Green, Daniel, Corp., Dolgeville, N. Y. 


Green 7. Mfg. Co., The, Boston, Mass. 
Green, W. S., Co., Williamsport, Pa. 


Gregory & Read Co., Lynn, Mass. 
Grossman Shoe Co., Inc. t OMENS 
Groves Shoe Co., gaia i. 


Hagerstown Shoe & Legging Co = 


Hagerty, P A Court House, Ohio. 
aC: Shoe Co., St. Louis, Mo. 


Hanan & Son, Inc., New York, N. Y. 
Hannahsons Shoe Co., Haverhill, Mass. 
Harvard Shoe Co., Boston, Mass. 
Headway Shoe Corp., Webster, Mass. 
Health Shoe Digest, Boston, Mass. 


Hecker Products Corp., New York, N. Y. 


Heilbrunn, J., & Sons, Rochester, N. Y. 
Herbert Holtz Shoe Co., Haverhill, Mass. 
Herbst Shoe Mfg. Co., Milwaukee, Wis. 


Herold Bertsch Shoe Co., Grand Rapids, Mich. 
Heywood Boot & Shoe Co., wWoreester, Mass. 


JANUARY 3-4-5-6 





CHICAGO 1938 


Ee ALAA a a a 


Hide & Leather Publishing Co., chicago, 111. 


High Shoe Mfg. Co., Saco, Maine. 
Highland Shoe, Inc., Lewiston, Maine. 
Hill Bros. Co., Hudson, Mass. 


Hoge-Montgomery Shoe Co., Frankfort, Ky. 


Holland Shoe Co., Holland, Mich. 
Holly Shoe Co., Littleton, N. H. 
Homan Shoe Co., Inc., Philadephia, Pa. 
Horwitz, Vincent, Co., Inc., new York, N. Y- 
Howard & Foster, Inc., Brockton, Mass. 
Howell Company, The, St. Charles, 111. 


Hubbard Shoe Co., Inc., Rochester, N. H. 
Huth & James Shoe Co., milwaukee, Wis. 
Hyde, A. R., & Sons Co., cambridge, Mass. 
Hy-Style Shoe Co., Hallowell, Maine. 
Ideal Shoe Co., Philadelphia, Pa. 
ideal Shoe Mfg. Co., Milwaukee, Wis. 
Independent Shoe Mfgrs., St. Louis, Mo. 
industrial Lithographic Co., New York, N. Y. 
Inter-Allied Shipper Co., Inc., “RPE 


Interstate Shoe Co., Rass ha N. H. 
Interstate Slipper way Inc., New York, N. Y. 
Jacob, H., & Sons, Inc., ~~ Brooklyn, N. Y. 
Jacobs, A., & Sons Co., Inc., &. Lynn, Mass. 


James Shoe Mfg. Co., Milwaukee, Wis. 
Jarman Shoe Co., Nashville, Tenn. 
Jay Shoe Mfg. Co., Cambridge, Mass. 
Jefferson Shoe Co., St. Louis, Mo. 
’ Jersey Footwear, Inc., Passaic, N. J. 
Johansen Bros. Shoe Co., St. Louis, Mo. 
Johnson and Baillie Shoe Co., 

Millersburg, Pa. 

Johnson, Stephens & Shin‘tle Shoe Co., 
t. Louis, Mo. 
Johnston & Murphy, pte N. J. 
Jones & Vining, Inc., Brockton, Mass. 
Julian & Kokenge Co., Columbus, Ohie. 


Juvenile Shoe Corp. of America, 
Aurora, Me. 


Kane, Dunham & Kraus, Inc., st. Louis, mo. 
Keith, George E., Co., Brockton, Mass. 
Kesslen Shoe Co., Kennebunk, Maine. 
Keystone Slipper Co., Inc., phitadetphia, Pa. 


Kimel Shoe Corp., Claremont, N. H. 
Kingston Shoe Co., Atlanta, Ga. 
Kirkendall Boot Co., Omaha, Nebr. 


Kleven Shoe Co., Spencer, Mass. 
Knight Slipper Mfg. Corp., Brookiyn, N. Y. 
Knipe Bros., Inc., Ward Hill, Mass. 


Koss Shoe Co., Inc., Auburn, Maine. 
Kozy Komfort Shoe Co., Mundelein, 111. 
Kreider, A. S., Shoe Co., Annville, Pa. 
Kreider’s, W. L., Sons Mfg. Co., Inc., 
Palmyra, Pa. 


Krippendorf-Dittmann Co., cincinnati, ohio. 
Lamson Co., Inc., The, 


Syracuse, N. Y. 
Lancaster Shoe Co., Elizabethtown, Pa. 
Landis Shoe Co., Palmyra, Pa. 
Langer-Lippman Co., Boston, Mass. 
Lebon Shoe Co., Cambridge, Mass. 
Lederer Company, The, New York, N. Y. 
Lenox Shoe Co., Inc., Freeport, Maine. 
Leonard & Barrows Shoe Co. 

Middleboro, Mass. 
Lester Shoe Co., Inc., Chelsea, Mass. 


Levi-Weiss Sales Co., Chicago, I. 
Lima Cord Sole & Heel Co., _ Lima, ohie. 
Lippert Bros., Inc., Brooklyn, N. Y. 
Little Falls Felt Shoe e Little Falls, N. Y. 
Lockwedge Shoe Corp. of Amer., Inc.. 
Columbus, 


—— we Mfg. Co., Cincinnati, Ohio. 
Shoe Stylist, New York City, N. Y. 
oe Shoe Co., Inc., Malden, Mass. 





Louis Shoe Co., Inc., Amesbury, Mass. 
Lown Shoe Co., Auburn, Maine. 
Lucey, John E., Shoe Co., middieboro, Mass. 
Lucille Footwear Co., Williamsport, Pa. 
Maistrosky, S. J., Inc., Boston, Mass. 
Manning, J. Nelson, Shoe Mfg. Co., 
orcester, Mass. 


Marks, L. V., & Sons Co., cincinnati, ohio. 
Marshall, Meadows & Stewart, lnc, 


uburn, N. Y. 
Martin-Tickelis Shoe Co., 


Ipswich, Mass. 


Mathes, I., & Sons Shoe Co., St. Louls, Me. 


Maybury Shoe Co., Rochester, N. H. 
Mayer, Fred A., Shoe Co., mitwaukee, Wis. 
Mayer-Herman Co., Inc., _ Brooklyn, N. Y. 
Mayville Shoe Corp., a Wis. 


Meis, Charles, Shoe Mfg. Co. 


Cincinnati, Ohio. 
Melanson Shoe Co., Brewer, Maine 
Melrose Slipper Co., Inc., Littte Falls, N. Y. 
Meltzer, Inc., 
Menihan, J. G., Corp., 
Merrimac Shoe Co., Keokuk, lowa. 
Metro-Craft Shoe Co., manchester, N. H- 
Metropolitan Shoemakers, Inc., chicago, 11. 
Meyer, Frank C., Co., Inc. —_Lawrenee, Mass. 
Middletown Footwear, Inc., 
Middletown, N. Y. 


Middleville Shoe Corp., Middleville, Mich. 


Mid-West Shoe Co., Chieago, 1 
Milford Shoe Co., Milford, Mass. 
Milius Shoe, Co., St. Louis, Mo. 
’ Miller, Hess & Co., Inc., Akron, Pa. 


Miller, 1., & Sons, Inc., 


Long Island City, N. Y. 
Miller Shoe Co., Cincinnati, Ohio. 
Milwaukee Shoe Co., Milwaukee, Wis. 
Minor, P. W., & Son, Inc., Batavia, N. Y. 


Mitchell Ettman, Inc., New York, N. Y. 


Mitchell Shoe Co., Biddeford, Maine. 
Monarch Shoe Co., Cambridge, Mass. 
Monarch Shoe Co., Chicago, II. 
Monarch Shoe of Worcester, 

wi . Mass. 
Monroe Shoe Co., Chieago, 11. 


Mosinger Bros. Shoe Co., st. Louis, Mo. 
Moulton-Bartley, Inc., St. Louis, Me. 
Mound City Shoe Co., St. Louis, Mo. 
Municipal Shoe Co., Inc., erpokiyn, N. Y. 
Muskin Shoe Co., The, Baltimore, Md. 
Myers, D., & Sons, Inc., Baltimore, Md. 
Myrna Shoe, Inc., 
Narrangansett Shoe Co., Bristol, R. 1. 
National Shoe & Leather Co., epping, N. H. 
National Shoe & Slipper Co., inc., 


Nettleton Co., A. E., 
Newmarket Shoe Co., Newmarket, N. H. 


Nunn-Bush Shoe Co., Milwaukee, Wis 
O’Donnell Shoe Co., Humboldt, Tenn 
Old Colony Shoe Co., Brockton, Mass. 


Orthopedic Shoes, Inc., Portsmouth, Ohle. 
Packard, M. A., Co., Brockton, Mass. 
Panther-Panco Rubber Co., Inc., 


Chelsea, Mass. 


Paragon Slipper Co., Brooklyn, N. Y. 
Paramount Shoe Mfg. Co., st. Louis, mo. 
Paramount Slipper Co., Inc., 


Jersey City, N. J. 
Pasadena Slipper Co., Pasadena, Calif. 
Peerless Shoe Corp., Milford, Mass. 
Pennant Shoe Co., St. Louis, Mo. 
Peters Shoe Co., St. Louis, Mo. 
Pfeiffer Co., Inc., Frank H., worcester, Mass. 
Philco Shoe Corp., Bangor, Maine. 
Philips Shoe Mfg. Co., Haverhill, Mass. 
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Phyllis Shoe Co., Lowell, Mass. 
Physical Culture Shoe Co., portsmouth, Ohio. 
Pied Piper Shoe Co., Wausau, Wis. 
Pierce, C. S., Co., Brockton, Mass. 
Plaistow Shoe Co., Mayville, Wis. 
Plaut-Butler, Inc., Cincinnati, Ohio. 
Prime Shoe Co., Inc., Chelsea, Mass. 
Princely Products, Inc., Brooklyn, N. Y- 


Principal Shoe Co., Inc.. Brooklyn. N. Y- 
Progress Shoe Co., Inc., Brooklyn, N. Y. 
Prospect Shoe Mfg. Corp., Lewiston, Maine. 
Prouty-Chapman Shoe Co., Haverhill, Mass. 
Quality Slipper Mfg. Co., Chicago, tI. 
Queen Quality Shoe Co., St. Louls, Me. 


Racine Shoe Mfg. Co., Racine, Wis. 
Ramsey Shoe Co., Inc., New York, N. Y. 
Rao Footwear Corp., New York, N. Y. 


Raymond Shoe Co., Inc., raymond, N. H. 


Reed, Dr. A., Cushion Shoes, chicago, III. 


Reed, E. P., & Co., Rochester, N. Y- 
Restful Footwear Co., Jersey City, N. J. 
Rice-O’Neill Shoe Co., St. Louis, Mo. 


Richland-Davidson Shoe Co., nashville, Tenn. 
Roberts, Johnson & Rand, St. Louis, Mo. 
Rochester Shoe Tree Co., Rochester, N. Y. 
Rogers Bros. Shoes, Inc., Boston, Mass. 
Rondeau, H. O., Shoe Co., 

Farmington, N. H. 


Roth Shoe Mfg. Co., The, cincinnati, Ohio. 
Rubin Bros. Footwear, Inc., new York, N. Y. 
Ruth Shoe Co., Salisbury, Mass. 
Saco-Moc Shoe Corp., Portland, Maine. 
Safran-Sundel Shoe Co., Boston, Mass. 
Saks, M. J., Shoe Corp., New York, N. Y. 


Salenfriend, L., & Co., Inc., 
New York City, N. Y. 


Salvage, Louis H., Shoe Co., 
Manchester, N. H. 


Samuels Shoe Co., St. Louis, Mo. 
Sandler, A., Co., Boston, Mass. 
Saxe Bros. Co., Boston, Mass. 
Schawe-Gerwin Co., Cincinnati, Ohie. 
Schelter Last Co., Inc., Rochester, N. Y. 
Scholl Mfg. Co., Inc., Chicage, I. 


Scholnick Shoe Co., jamaica Piain, Boston, Mass. 
Schwartz & Benjamin, Inc., Brooklyn, N. Y. 
Selby Shoe Co., The, Portsmouth, Ohio. 
Shapiro, A., Boston, Mass. 


Sherman Bros. Mfg. Co., The, 
South Norwalk, Conn. 


Shoe & Leather Reporter, Boston, Mass. 
Shoe Form Co., Inc., Auburn, N.Y. . 
Shoe Styie Digest, Boston, Mass. 
Shu-Stiles, Inc., St. Louis, Mo. 


Sibulkin, M., Shoe Co., Inc., 
Manchester, N. H. 


Simplex Shoe Mfg. Co., Milwaukee, Wis. 


Sinbac Shoe Co., Chicago, 11. 
Slater, C. B., Co., South Braintree, Mass. 
Smartstyle Shoe Co., Milwaukee, Wis. 


Smith, G. Edwin, Shoe Co., columbus, Ohio. 
Smith, J. P., Shoe Co., The Chieago, II. 
Somerset Shoe Co., Skowhegan, Maine. 
South Berwick Shoe Co., so. Berwick, Maine. 
Southern Shoe Co., Hagerstown, Md. 


Spalsbury, Steis & Deevers Shoe Co., 
Frederiekstown, Mo. 


Specialty Shoe Mfg. Co., Inc., 


Cambridge, Mass. 
Springer, H., & Newman, New York, N. Y. 
Stacy-Adams Co., Brockton, Mass. 
Sterling Shoe Corp., Auburn, N. Y. 
Stetson Shoe Co., Inc., 


South Weymouth, Mass. 
























Stix-Altman-Weiner, Inc., Cineinnati, Ohio. Virginia Shoe Co., Inc., Fredericksburg, Va. 
Stone-Tarlow Co., Inc., Brockton, Mass. Vitality Shoe Co., St. Louis, Mo. 
Style Shoe Co., Inc., St. Louis, Mo. Vulcan Corp., Portsmouth, Obie. 
Suikis Shoe Co., Marlboro, Mass. Waldman Brothers, New York, N. Y. 
Superior Shoe Co., Chicago, I. Walkin Shoe Co., Schuylkill Haven, Pa. 
Tanners’ Council of America, Wall-Streeter Shoe Co., North Adams, Mass. 
New York, N.Y. Wear Ever Shoe & Slipper Corp., 
Taylor, E. E., Corp., Brockton, Mass. South Norwalk, Conn. 


Teeple Shoe Co., Waupun, Wis. Werman, A., & Sons, Inc., Brooklyn, N. Y. 
Tober-Saifer Shoe Co., St. Louis, Mo. Weyand Shoe Co., Jacksonville, 141. 
Triple Novelty Footwear Co., Weyenberg Shoe Mfg. Co., Mitwaukee, Wis. 

Breshiya, WN. Y. Wheaton Shoe Co., Cambridge, Mass. 
Trooper Shoe Co., New York. M. V. Wiley-Bickford-Sweet Corp., 
Tupper, Inc., New York, N. Y. Woreester, Mass. 
Tweedie Footwear Corp., sefferson City, Mo. Wingate, Inc., Newton Junction, N. H. 
Unique Shoe Co., Inc., Haverhill, Mass. Winthrop Shoe Company, _ st. Louis, Mo. 
United Last Co., Boston, Mass. Wohl Shoe Co., St, Louis, Mo. 
United Shoe Mach. Corp., _ Boston, Mass. Wolf, Sam B., Sons Co., cincinnati, Ohio. 
United Shoe Mfg. Co., St. Louis, Mo. Wolff-Tober Shoe Mfg. Co., st. Louis, mo. 
United States Rubber Products, Inc., Woodard & Wright Last Co., 

New York, N. Y. Brockton, Mass. 


United States Shoe Corp., cincinnati, Ohio. Wright, E. T., & Co., Inc., ila 


Unity Shoemakers Corp., Haverhill, Mass. X-Ray Shoe Fitter. Inc., Milwaukee, Wis. 
Valley Shoe Corp., St. Louis, Mo. Yard, Chester A., Co., St. Louis, Mo. 


Apply Now for Display Space 
FEE: $50 


You can still secure reservations on regu- 
lar exhibition floors — selection available 
from 150 typical display rooms. 


Booths ($100) for allied exhibits now 
ready for registration on convention floor. 
Send fee for immediate space assign- 
ment to 


NATIONAL SHOE FAIR 
HEADQUARTERS 


Stevens Hotel ¢ Chicago 








1 ARE you ready to "cash 
in" on the twenty-one sell- 
ing days remaining before 
Christmas? Your weekly check 
of stocks today will disclose 
your merchandise condition. 
Are your selling and advertis- 
ing plans all set? Have you 
plenty of selling help? Is all 
holiday merchandise out on 
tables where it can be seen? 


9 ARE your salespeople 
mentioning your gift lines 
and special gift packages of 
hosiery, etc., to customers who 
come in for footwear? Every 
man or woman who comes to 
buy shoes is a potential cus- 
tomer for such items—and an 
easy customer to sell if you and 
your helpers make an effort. 


13 REARRANGE all your 

windows today and 
change all your display cards, 
so that they will not seem an 
old story to shoppers. The 
same people pass your windows 
more frequently now than at 
any other time of year and it 
is important that they do not 
see the same windows too 
often. 


THE 
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Good Shoes Deserve Good Sales Promotion 


SEND out a letter or cir- 

cular featuring a Christ- 
mas gift box of women's silk 
hose at a price somewhere 
around $2. Emphasize the fact 
that you're ready to handle 
telephone and mail orders. 
Make up a number of these 
gift boxes and arrange an at- 
tractive display in the window. 


YOUR gift windows prob- 

ably need some re- 
arrangement today. If any of 
the items or lines did not seem 
to be selling as expected last 
Saturday, bring them to the 
front of the windows, or in- 
crease the size of the displays 
and prepare some new display 
cards with SELLING messages. 


1 PREPARE another 

strong, sparkling ad for 
today's papers to make tomor- 
row a banner Saturday. Why 
not make the big feature of 
your ad your gift boxes of 
hosiery? Or perhaps house 
slippers. Whatever you fea- 
ture, be sure to back it up with 
good window and interior dis- 


plays. 


1 THERE'S still time for 

one more good mailing 
to keep gift business coming. 
How is your stock of house 
slippers? If it's adequate then 
here's the line to feature in a 
good folder or circular, Men- 
tion briefly some of your other 
good items for gifts. Invite 
orders by telephone. 


TODAY'S newspapers will 

be crowded with gift ad- 
vertising, so make your ad a 
good one that will get its full 
share of attention. It should 
be a general, "gift" ad, featur- 
ing all of the items you have 
which are of a gift nature. 
And be sure and use plenty of 
space! 


7 NOW is a good time to 

send out a letter to busi- 
ness men, suggesting hosiery 
as an ideal gift for employes. 
A good selling letter will turn 
up some "plus" business, for 
you. It's the PLUS business 
that means extra profit too! 
Think hard now —what other 
things can you do to get it? 


11 TWO more shopping 
Saturdays before Christ- 
mas! Make every minute count. 
Be out on the floor all day, 
making sure no sales are lost. 
Have you room for another 
selling display or two on tables 
or counters? Watch to see 
that stocks are frequently re- 
plenished on all such displays. 
Scanty stocks lose sales. 


15 CONSIDER carefully 

the results of today’s 
check of stocks. Are any gift 
lines selling more slowly than 
you had anticipated? If so it's 
high time to put selling pres- 
sure behind them because 
there are just eight more sell- 
ing days before Christmas in 
which to sell out clear on such 
goods. 


4 THE first of the big De- 
cember shopping Satur- 
days. Check your windows to 
be sure they're as interesting 
as you can make them. Then 
check your table and counter 
displays to be sure they will 
appear to the casual shoppers 
that are attracted inside your 
doors by your window displays. 


THINGS to look out for 

when you check stocks 
today: Sizes and colors in 
hosiery. Condition of house 
slipper stocks. Odds and ends 
in the stock room that should 
be out on display where you 
have a chance to sell them. 
And, last but not least, your 
staple footwear line. 


1 HOLIDAY time means 

a round of parties and 
dances and that means a de- 
mand for party slippers. A 
little display of these in the 
window from now until Christ- 
mas will pay its way. And the 
display card should suggest 
that these are ideal for Christ- 
mas gifts. Be sure there is a 
price on every pair. 
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DECEMBER 


A Working Schedule for Busy Merchants 


17 TOMORROW will prob- 

ably be your biggest 
day. In preparing ads have 
this in mind and build the 
strongest, most interesting lay- 
out you possibly can. Make it 
a BIG ad, featuring all your 
gift lines with heavy emphasis 
on hosiery. And give some 
space to footwear, "the prac- 
tical gift." 


91 HAVE you kept a care- 

ful record of all the gift 
items you stocked for the holi- 
day season? It will be a valu- 
able guide next year. Note 
the quantities bought, the 
price lines that were best sell- 
ers, when the various items sold 
out, etc. Next year you will 
know just what to do. 


9 MERRY CHRISTMAS! 

And if you've done a 
thorough selling job for the 
last month, you can really en- 
joy this holiday! 


99 PUT off your weekly 
stock check until Friday 
and combine it with your year- 
end inventory. Give some time 
today to your plans for 1938. 
Are you going to have a Jan- 
uary Sale? What changes in 
the lines you carry do you con- 
template? Now is a good time 
for some forward planning. 


18 THE last Saturday be- 
fore Christmas! Have 
plenty of selling help available, 
and devote all your own time 
to selling. Freshen up all your 
table and counter displays, 
bringing to the front any items 
you are particularly anxious to 
sell. Are your windows lively 
and interesting? Suggest gift 
hosiery to every customer. 


99 CHECK your stocks.to- 
day, even though you're 
busy. And since the gift sea- 
son is about over, give particu- 
lar attention today to what 
your check tells you about your 
regular footwear lines. Your 
stocks should be down to the 
winter minimum and if they are 
not, you had better get busy! 


30 YOU will need some 
new window backgrounds 
after New Years. Have you 
planned them? Have you out- 
lined your advertising and win- 
dow program for January? 
Have you looked up last Jan- 
uary's records to see what you 
did to make business good? 
Do you know what your com- 
petitors did last January? 


93 IF you're not too busy 
today prepare the new 
window and interior display 
cards and price cards that you 
are going to need when you 
pull your holiday displays down 
tomorrow night. Mark down 
any gift items that are unsold 
so that you can get rid of 
them tomorrow. 


97 WHY not fill your win- 

dows today with offers 
that will tempt the folks who 
have Christmas gift money to 
spend? Last week's stock check 
no doubt turned up some foot- 
wear that ought to be sold at 
once. Reduce the prices and 
feature these items as window 
specials for this week. 


31 TAKE your annual in- 
ventory today. Then 
compare the results with the 
inventory of a year ago and 
ask yourself if you have made 
satisfactory progress? Are your 
stocks in better shape than they 
were last year? Have you en- 
joyed a better turn? How 
about your net profit? Is it 
satisfactory? 


20 THERE'S no need to 
change your window 
displays this week, except to 
keep bringing to the front the 
items you are trying to clean 
out. And be sure every piece 
of merchandise in the window 
has a price card. "Price" is 
the deciding factor to most 
shoppers. Make it easy for 
them. 


94 TONIGHT before you 
leave the store, remove 
all holiday trims and back- 
grounds from windows and in- 
terior. Put in simple, staple 
windows. Remove all extra 
tables and counter displays. 
Get everything back to normal 
so that when you enter the 
store Monday morning you will 
be ready to go after regular 
business. 


28 IF you have some really 
good BARGAINS in 
your windows why not send out 
a postal card today saying 
"See our windows for some re- 
markable Year-End Shoe Bar- 
gains!" It will bring in some 
customers and will be a big 
help to get stocks down to 
bedrock before the year-end 
inventory. 














* THERE'S A STAR BRAND 
SHOE TO FILL EVERY DEMAND 


Profitably! 


For every member of the family, for every 


gladly y 
want. Wire, write or phone for him to call! 


STAR 
BRANDS 


pit? tf 








Three principles of successful retailing, SALES ... TURNOVER... 
PROFITS, await you in the new Star Brand shoes. Every pair is built 
with eye appeal and “buy appeal.” With national advertising telling 
millions about the superiorities of Heel Latch shoes for women, Uptowns 
for men and Poll-Parrots for boys and girls, your consumer market 
is greatly enlarged. With the Star Brand reputation of all-leather 
quality, repeats are a certainty. Popular prices assure you a nice 
markup. For a grand merchandising proposition ... for your own 
good and the good of your business, make it a point to see Star 
Brands FIRST! It will pay you. 





— } ‘ 4 
We SAA 
Again It Will Pay You to See 


STAR BRANDS 
first! 


* Smarter Styles 


pointing the way to © Advanced Selling Plans 
© Forceful Advertising Program 
and 


increased profiis for National advertising on 


these three leading brands 


you in 1938 wsee..arcH 
STYLE Shoes for Women 
in 
\ # Vogue, Photoplay, Good House- 
: keeping and Pictorial Review 
UPTOWNS 
DRESS Shoes for Men 
in 
Colliers and Saturday 
Evening Post 


POLL-PARROTS 
Shoes for Boys and Girls 
in 
Good Housekeeping and 
Pictorial Review 
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ALL LEMHER 
SH 
Fer boys th Girhs 
e ALL-LEATHER 
““FEATURE’’ SHOES ——— FOR 
FOR WOMEN AND 


ROBERTS, .JOHNSONG RAND 


Branch of International Shoe Co 


ST. LOUIS. MO. 
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The 
RECORDER 
Candid Commentator 


Above: “In the dough (doe)—three bucks worth!” On a recent 

hunting trip in Canada, William J. DeWitt, president of the Shoe 

Form Company, Inc., Auburn, N. Y., with his son Frank P. 

DeWitt and Allen Eldredge bagged these three deer, the largest 

weighing 250 pounds. Left to right, Frank DeWitt, Allen Eld- 
redge and William J. DeWitt. 


Above: An ant’s eye view of the pedal 

extremities of Miss Lucille Crawford of 

El Segundo, Calif. Miss Crawford is 18 

years old and has won many a long hik- 
ing and walking contest. 


Above: Miss Jacqueline Galway, 
daughter of Jack Galway, New York 
representative of C. P. Ford & Co, 
up on “Highland Fling,” goes over 
one of the hurdles ut the National 
Horse Show while competing in the 
Children’s Jumpers Class in which 
she came out first. 


Left: Elkan R. Myers, president of D. 
Myers & Sons, Inc., tells the salesmen 
about the new Spring line during the 
sales meeting recently held in the 
home offices of the company, at Balti- 
more, Md. Following the morning 
discussion, the salesmen gathered at 
the Chesapeake Club for luncheon. 
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. THE 
STEVENS aa 8 
se oe ee 


Se, .af 7a. 


_ 
HOTEL of SHOES 4 


MA What an Idea... 


===, What a Striking Bit of Showmanship! 








| PROFIT 


e PROMOTION | 


4) 1938 | That's just what will take place at the Hotel Stevens in Chicago, on Jonuary 
y 





3-4-5-6. 
| \ / } It will be the greatest Shoe Fair ever held under one roof in the history of our 


industry—over 900 rooms of shoe displays—the tops of all time. 


And Boot and Shoe Recorder's extraordinary National Shoe Fair Number will 
make every shoe buyer's toes tingle to be on his way to this ‘Hotel of Shoes”. 


And, naturally, the most important lines to be featured at the National Shoe 
Fair will likewise be featured in this December 25 issue. 


— notify 5 es ae 3 And, in order that this de luxe 5-Star feature issue of Boot and Shoe Recorder 
ee be off the presses and onto the fast mail trains speeding to merchants who 
advertising space you are will buy over $500,000,000 worth of shoes in 1938—it is essential that our last 
planning to use in this issue! advertising forms close at 5 P.M. on December 1]. 
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MIND READER 


. it would be readily apparent 










that customers are interested in long 


wear and up-to-the-minute style. 


Rock Oak is a durable high quality 
sole leather that wears and wears. 
It has shape-holding qualities that 
add “snap” to any style. 


Insist that your manufacturer use 


Rock Oak. 


THE AMERICAN OAK LEATHER CO. 


CINCINNATI CHICAGO 
ST. LOUIS BOSTON 
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Godman Salesmen Applaud Ad Plan 
Announcement 


Co.umBus, Oxn1o—The complete selling organiza- 
tion of The H. C. Godman Company closed a highly 
successful two-day meeting in Columbus last week by 
applauding enthusiastically President F. A. Miller’s 





The candid cameraman catches the pleased expressions of 

President F. A. Miller (center), Sales Manager Bruce Cromp- 

ton (right) and Assistant Sales Manager Ray McGinty (lef), 

of The H. C. Godman Company, at last week’s enthusiastic 
meeting of the- Godman sales organization. 


announcement that the Godman Company plans to 
support the sale of its Tarsal Tred line with a con- 
sistent program of national advertising. 

President Miller’s announcement preceded a detailed 
presentation of the new line by Bruce Crompton, sales 
manager for the firm, who pointed out the many im- 
provements in the line and explained the selling and 
fitting advantages of the Tarsal Tred patented features. 

The Tarsal Tred line is complete in the three pop- 
ular types of feature shoes, three processes of manu- 
facture being used in their production. The fashion 
numbers, of which there is a wide range in patterns, 
leathers and gabardines, are made by the Sbicca- 
Delmac process. The stylish staple offerings employ 
the Littleway-Lockstitch method, and Goodyear-Welt 
construction is used in making the full selection of 
service types. All Tarsal Treds are made with an ex- 
clusive fitting feature fully protected by patents. 

R. J. McGinty, assistant sales manager for Godman, 
announced that Mumm, Romer, Robbins & Pearson, 
Inc., Columbus Advertising Agency, has been appointed 
to direct the national advertising program, starting in 
March issues of two leading women’s magazines. 





The Editor’s Outlook 
[CONTINUED FROM PAGE 26] 
only if we will act as business men, not as jittery 
gossip-mongers carrying old women’s tales. We must 
all stand up as business men, not as weaklings and 
cry babies. The appetite of our people for goods and 
services can be maintained, but not if we deliberately 
go out of our way to destroy it. 
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New Conformal Store on Coast 


a4 
| 


on a er ae 





The front of the new Fenton Shoe Store is typical 

of California with its store-wide display windows 

which allow the maximum of natural light into the 
interior. 


BEvERLY Hitis, Cauir.—John Fenton is now in 
charge of the Conformal shoe distribution on the 
Pacific Coast. Plans are now being formulated by Mr. 
Fenton to sell Coast shoe merchants on the advantages 
of opening Conformal specialty departments in shoe 
stores, department stores and in specialty shops where 
this shoe will be sold exclusively. 

The first store in this group has been started by Mr. 
Fenton in this city, at 9679 Santa Monica Boulevard, 
right in the heart of an exclusive shopping district. 
The store is designed in replica of an English custom 
boot shop. All the furniture and fixtures are hand 
made of rose mahogany and the same design is carried 
out in fitting chairs, stools, tables and even the fitting 
mirrors. Upholstery and carpeting are finished in rose 
in keeping with the color scheme of this store. Eight 
shadow boxes let into the walls, constitute the entire 
interior display. 

The first connection Mr. Fenton had in this country 
when he came here twenty-five years ago was with the 
International Shoe Company as Eastern States sales 
manager. Later he operated his own shoe factory in 
Columbus, Ohio, later merging with the Selby Shoe 
Company. 


Snow Creates Demand 


for Rubbers 


Cuicaco, Itt.—Chicago merchants got their first 
chance of the season to do rubber and galosh business 
in earnest on November 18 when a real and wet snow 
storm which lasted all day struck the city. Merchants 
reported that early galosh purchases tended more 
toward the more expensive and durable models. 
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THE FLOOR COVERING 
reflects the Beauty of 


NEW SHOES 


HEN your customers try on a pair of shoes, their 

first glance is toward the floor. They see the 
shoes against the background of your floor-covering. 
And, as you know, first impressions are lasting 
impressions. 

Therefore, a fresh, attractive floor-covering actu- 
ally aids the shoe merchant in selling his footwear. 

Likewise those first testing steps in new shoes will 
be more comfortable and satisfying on a deep-piled 
Mohawk floor-covering. 

That is why so many shoe stores are consulting 
with the FREE Mohawk Advisory Service about 
their floor-coverings. They find a wide range in 
weave and pattern to choose from and all Mohawk 
floor-coverings are well within the market in price. 

Wire collect to the nearest Mohawk Office for this 
free aid in solving your floor-covering problems. 


MOHAWK CARPET MILLS 


295 FIFTH AVENUE, NEW YORK 
Regional Sales Offices: 


Atlanta Boston Chicago Cincinnati Cleveland 

Dallas Denver Des Moines Detroit High Point 

Kansas City Los Angeles Philadelphia Pittsburgh 
San Francisco Seattle St. Louis 


1937, Mohawk Carpet Mills, Inc. 
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“Ankle-Hi” 
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Wis are your shoes worth A 
at face value? S< 


display. 


“™ 


~ 


The prospective customer who stops to look into your 
windows doesn’t know anything about grades of 
leather and processes of manufacture. All she can 
do is judge your shoes at their face value—the beauty 
of the patterns and the look and lines of the shoes you 


Did it ever occur to you that you're actually lowering 
the face value of your shoes when you put them into 
the windows just as they came out of the boxes— 


creased and bent—and that, with the use of inex- 
pensive “Ankle-Hi” Fairy-Forms, you can make your 


shoes look as well-made, as gracefully proportioned, 
and as well-valued as they really are? 


Leaflet of prices and types is available on request. 
Write for a copy today. 


$ H 0 E F 0 R M C 0. AUBURN, NEW YORK e@ UNITED LAST CO., MONTREAL, CANADA 


Por further facts, call the nearest branch office of the United Shoe Machinery Co. 
Licensed Monufacturing Branches: Northampton, England @ Melbourne, Australia @ Paris, France @ Frankfurt, Germany @ Mexico City, Mexico 








A Wave of “Baroque” 


[CONTINUED FROM PAGE 23] 


Why has modern taste turned to this 
elaborate, fantastic kind of design? 
Modernistic architecture, house decora- 
tion and clothing have expressed them- 
selves in straight lines and angles, and 
plain surfaces. Little by little, how- 
ever, the despised curve has been com- 
ing back into the picture. In architec- 
ture and decoration it has returned 
through various adaptations of older 
styles such as the Empire and the 
Regency. Today there is a definite de- 
mand for furnishings in the baroque 
manner. Mantels, mirrors, picture 
frames, brackets, and light fixtures are 
being made with the free irregular 
curving lines of the original designers. 
Chairs, tables and bedheads show the 
same influence. White plaster is an 
important material in the decorative 
details. 

In fashion, the curve has returned in 
the back-to-femininity movement. 
Women have decided that they want 
to look like women and like individuals. 
Their clothing must be richer, daintier, 
more decorated, less like a man’s. 
Every period of history imaginable has 
been drawn upon to supply inspiration 
for women’s clothes—the primitive, the 
classic, the medieval, the Eighteenth 
Century, the Empire, and the Vic- 
torian. One period seemed to have been 


overlooked, and now it has come into 
its own. A touch of wilfulness and 
fantasy is one of the keynotes of fash- 
ion today, and the baroque motifs are 
the perfect expression of this model. 
Since the baroque never was a style 
of clothing it could only be revived as 
an inspiration for trimming. But its 
curves and scroll work are very adapt- 
able to all kinds of decorative uses in 
all sorts of materials. Leather, for in- 
stance, can be made into a roll or cut- 
out in a flat scroll design. Manufac- 
turers of shoes and bags and gloves 
have been quick to apply these ideas. 
They were first dramatized in dresses 
for the Duchess of Windsor’s trousseau, 
which contained several scroll-trimmed 
ensembles designed by Schiaperelli. We 
all remember the excitement created 
by the first pictures of these dresses. 
It was the same clever artist who 
introduced a shell-shaped baroque pow- 
der case a month or two ago, and a 
little curved earring in the acanthus 
leaf motif so typical of the same period. 
Much of the elaborate fantastic jewelry 
that is being worn also draws upon 
the same source of inspiration. There 
are many other little touches in a 
woman’s costume suggestive of this 
influence, for example feather and 
other hair ornaments like the velvet 


bows worn on offside curls by many 
of the young girls seen at the Horse 
Show recently. 

But it is in shoes more than any- 
where that this application of the 
baroque idea is important. Very high 
style in the Fall and Winter designs, 
it is increasingly popular in the Spring 
patterns. Playfulness and unexpected- 
ness belong with this season and manu- 
facturers of various types recognizing 
the possibilities of these new ideas. 
Even the asymmetric treatment, which 
is rapidly becoming a classic in shoe 
designing, probably owed its original 
inspiration to the same desire for 
originality and a change from regular 
and balanced design. 

Shoe manufacturers will do well to 
watch this mounting wave of baroque 


influence and to dramatize it in their 


displays. A window of shoes, for ex- 
ample, showing this source of inspira- 
tion, and displayed in such a frame as 
sketched here, would be both timely 
and arresting. 





Open New Store 


New YorK—tThe Lester & Ben Boot- 
ery, formerly the Bargain Shoe Store, 
who have been located at 96 Orchard 
Street, this city, for the past twelve 
years selling women’s shoes, are open- 
ing their second store at 720 Nostrand 
Avenue, Brooklyn, N. Y. 
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Formula for a Growing Business 


Miss Maddox was a feature of the 
Military Ball, so the Swing strap 
models are a feature achievement. in 
co-ed’s footwear.” 

Another ad contained a notice to the 
effect that in a recent survey conducted 
on the campuses of the major college 
publications, of which the local college 
is a member, Jacqueline shoes were 
by far the most popular. 

Most of the layouts this year are 
three-eolumn, full-length ads and they 
are bringing returns more than double 
the investment. The average cut is 
about 2 by 3 inches. When just one 
picture is used, it is sometimes larger, 
according to importance. Some of the 
titles used have been the May Queen, 
Band Sponsor, Beauty Queen, R.O.T.C. 
Battalion Sponsor, Campus Sweetheart, 
Popular Co-ed, Regimental Sponsor and 
leads in the little theater plays. 

Mr. McCabe never forgets that the 
average person likes to feel that he is 
appreciated. At the opening and clos- 
ing of each term, and sometimes at 
Christmas vacation, a large ad is pub- 
lished, showing no shoes but thanking 
the students for past patronage, or 


welcoming them to school, or wishing. 


them a Merry Christmas and a happy 
vacation. He tries and succeeds in 
appealing to the friendly side of a 
prospective customer. In an advertise- 
ment for a downtown paper this Fall, 
when the skating fad was at its height, 
he featured skating shoes and called 


[CONTINUED FROM PAGE 25] 


attention to the fact that certain streets 
were roped off and under police pro- 
tection. 

A former University of Kentucky 
student, Mr. McCabe came to Lexing- 
ton as manager of the Mitchell, Baker, 
Smith shoe department in 1929. In 
those days of depression, under his 
guidance the business steadily grew and 
the stock increased to three times its 
original size. After he inaugurated his 
system of pictures in the paper, he was 
highly commended upon his original- 
ity, but primarily upon the splendid 
returns in trade. 

He employs, in addition to his regu- 
lar salesmen, two college boys who 
work on afternoons and Saturdays. 
These young men are acquainted with 
a great many of the younger set and 
are instrumental in bringing still fur- 
ther business to the store. 

Mr. McCabe says of this type of ad- 
vertising in general: “I have found in 
advertising for the young trade that 
best results are obtained by giving the 
reader a lot of what he is really inter- 
ested in, and at the same time hitching 
on the idea of our shoes. My experience 
has been that student business, a trade 
which changes every year, is extremely 
hard to retain, and only by continually 
plugging and keeping your merchan- 
dise before them are you able to ac- 
complish it. ‘Popular Student’ adver- 
tising is the most effective way I know 
of.” 





Veling’s Boot Shop, operated by Earl 
Veling for seven years, is quite repre- 
sentative of this modern community. 
His store is large, well lighted and with 
a good stock. He has an X-ray machine 
(Adrian), sells quite a few correc- 
tive shoes in addition to . regular 
lines, and has a chiropodist come in 
three days a week to help with spe- 
cial foot corrective work. Men’s black 
shoes from $4 to $6 are the best sellers, 
he states, with browns and grays far 
behind. The average workman has one 
pair of work shoes, one pair of dress 
shoes, and a pair of bedroom slippers. 
In this latter class, slippers of the 
Romeo type at $2.50 are good sellers. 
Trade of the store is 60 per cent from 
the city and 40 per cent from rural 
areas. 

In the women’s line, black leads also, 
with $5 being a popular price. Suedes 
are in favor, with kids second and 
gabardine third. The average woman 
in Beaver Dam has about three pairs 
of shoes, Veling states, and one pair 
of bedroom slippers. Veling states that 
he changes window displays twice a 
month and resets oftener. He adver- 


Shoe Stores Up-to-Date 


[CONTINUED FROM PAGE 21] 


tises in newspapers, also uses direct 
mail and a local radio station, all with 
satisfactory results. He points out that 
in an average town like Beaver Dam, 
a shoe store owner may not get rich, 
but he can make a good living; he also 
says that present shoe stores can 
handle all the business. He also sells 
a health shoe at $6.95 and up on which 
he does a good volume. 

Frank Yasger is a former shoe sales- 
man who learned a lot about retail 
methods in his travels and then settled 
down 15 years ago to operate a shoe 
store in Beaver Dam. He carries a fine 
stock and does an excellent family 
business. He gets trade, too, from 
neighboring towns and villages, many 
people coming to his store year after 
year. He finds that men’s black shoes 
sell well, with an average price being 
about $4.50. He reports that many 
men can often be sold a better type 
of shoe through suggestive selling. In 
women’s shoes suedes are very popu- 
lar in the high-cut styles at about 
$3.95. The average woman has about 
four pairs of shoes, and one pair of 


[TURN TO PAGE 58, PLEASE] 
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Put these tested factors to 
work in your store —to build 

















more business—solidify cus- 








tomer loyalty— improve turn- 











over—increase profits. Get the 
facts. Write for full details of 
the exclusive Pied Piper agency 


























franchise. 
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The modern girl wants soles that are sturdy— 

that will give her good support on her shopping 

tours, her strolls along the avenue. Shoes with 

England Walton soles will give her the service she 
wants — equally firm, equally flexible. England 
Walton’s fibre-sorting goes to the extreme of accuracy 
—the fibre construction of one sole in a pair is iden- 
tical with the other. 


ENGLAND WALTON DIVISION A. C. Lawrence LEATHER Co. 
Boston New York Philadelphia Chicago St. Louis Milwaukee San Francisco 


Inside a sole— you can see why England Walton 
“sorted-by-fibre” soles wear more nearly alike. 


Leather is a fibrous material. How well it stands the strains and 
stresses of constant flexing depends upon the fibre structure. Eng- 
gland Walton sorts by fibre—with a high degree of accuracy—and 
each pair is carefully matched for wearing quality as well as surface 


appearance. 


England Walton soles—accurately 
fibre-sorted—give I promise 
df, long wear. The X-ray photo gay 
right) shows how similarly 
they react to flexing. \ 
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= = + = accurate. One sole will fail 
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Shoe Views 


THIS WEEK IN THE SHOE TRADE 








SATURDAY, NOVEMBER 27, 1937 





NATIONAL NEWS 











Predicts Recession Will Be Short-Lived 





William Trufant Foster, Economist, Advocates Prompt - 
Action to Relieve Business, in Talk Before 
Boston Shoe Club 


Boston.—There is every reason to 
look forward to a continued upturn in 
business. The present recession is not 
going to run over us. The next swing 
up will take us to a higher level of 
prosperity than we have ever enjoyed 
before. We have the men, the materials 
and the machinery, and we know more 
about how to use all of them intelli- 
gently and without waste. Congress 
has arrived for its special session in an 
entirely new mood and the net result 
will be to encourage men to use our 
abundant credit facilities with conse- 
quent stimulation of the demand for 
consumers’ goods and the equally conse- 
quent stimulation of the heavier indus- 
tries. 

This, in substance, is the picture 
painted by Dr. William Trufant Foster, 
author, economist and former college 
president, who was the guest speaker 
before the 288th meeting of the Boston 
Boot and Shoe Club, held at the Hotel 
Lenox in that city. 

But business will improve, he also 
said, no matter what is done in Wash- 
ington. Present fears, he believes, are 
not justified by the facts nor even by 
precedent, in connection with which 
he told of a meeting held in New York 
City on Nov. 7, 1921, attended by a 
score or more of eminent economists 
and business statisticians, at which it 
was the opinion of many that the de- 
pression of that year was the begin- 
ning of an era of poor business which 
would last for from five to ten years. 
Everyone knows that no such thing 
happened. 

Business recessions—call them de- 
pressions if you will—are distinctly 
monetary phenomena, he _ declared. 
Manufacturers cease to manufacture 
because the market is not there or be- 
cause they fear it isn’t. Consumers 
quit buying either because they haven’t 
the money to buy or because they fear 
they won’t have it. So it is obvious 
that, in the final analysis, everything 





DATES TO REMEMBER 


Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, IIl. 

November 29, 30, 1937 


National Volume Shoe Manufacturers 
Association, Annual Spring Show- 
ing, Hotel New Yorker, New York 
CE xc niceee Nov. 29, 30; Dec. 1, 1937 


Meeting of Orthopedic Shoe Men’s As- 
sociation, Hotel McAlpin, New York, 
Ge MN. .cdcdc ccs csece Nov. 30, 1937 


National Shoe Travelers Association 
Twenty-Seventh Annual Convention, 
Hotel Morrison, Chicago, ll. 

January 1, 2, 3, 1938 


National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill. .......... Jan. 3, 4, 5, 6, 1938 


Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minne- 
apolis, Minn.....Jan. 9, 10, 11, 12, 1938 


Joint Convention and_ Exhibition 
Southwestern Shoe Travelers Asso- 
ciation and Texas Shoe Retailers 
Association, Fort Worth, Texas 

Jan. 9, 10, 11, 12, 1938 


Michigan Shoe Dealers Association 
Annual State Convention, Hotel 
Statler, Detroit, Mich. 

January 9, 10, 11, 1938 


Indiana Shoe Travelers Association 
15th Annual Convention, Claypool 
Hotel, Indianapolis, Ind. 

Jan. 16, 17, 18, 1938 


Southern Shoe Exposition, Miami- 
Biltmore Hotel, Coral Gables, Fla. 
Jan. 17, 18, 19, 1938 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
Mil n v. nemades February 13, 14, 15, 1938 





depends on the consumer and his pos- 

session of money with which to buy. 

This resolves itself, therefore, into a 
[TURN TO PAGE 50, PLEASE] 


Southern Show to Present 
Pageant of Styles 


M1aAMI, FLA.—F ast becoming one of 
the advance style centers of America, 
Miami will be the scene of the South- 
ern Shoe Exposition at the Miami-Bilt- 
more, Coral Gables, Florida, January 
17, 18, 19, 1988. “This is the first shoe 
exposition the South has ever had and 
shoe buyers in nine states will receive 
invitations to attend. 


“It is expected that this showing of 


Summer and Resort footwear will re- 
veal not only the most outstanding crea- 
tions in footwear, but costumes as well. 
Burdine’s, Inc., of Miami, will present 
in the “Pageant of Styles,” their con- 
ception of what will be favored North 
and South for the Summer. This style 
presentation will be staged out-of-doors, 
encircling the Miami-Biltmore pool, and 
will be open to the public. 

Shoe exhibitors at the Southern Shoe 
Exposition will number about one hun- 
dred and twenty-five concerns, from 
New York, St. Louis, Cincinnati, Brook- 
lyn, and New England. During the ex- 
position, Miss Mimi Grace, holder of 
the title of Miss Cinderella, “the girl 
with the most perfect feet and legs in 
the world,” will defend her title against 
several Southern girls. Miss Grace 
lives in Dallas, Tex. 

The exposition will bring out some 
of the smartest styles in Summer foot- 
wear. The entire production is under 
the personal direction of Eugene A. 
Richardson of Boston. 





Wasserberger Joins Herbst 
Sales Staff 


New YorK.—Joseph Wasserberger, 
formerly with the Selby Shoe Company, 
has joined the sales staff of the Herbst 
Shoe Company of Milwaukee, Wis., and 
will represent that company with their 
line of Child Life shoes in the metro- 
politan area as far north as Albany 
and south tu Philadelphia. 

Mr. Wasserberger has opened a 
sample room and sales office in Room 
407 in the Marbridge Building, 47 W. 
34th Street, this city, where the new 
Spring line of children’s shoes is now 
on display. 
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HAND CRAFTED 
QUALITY SLIPPERS 


1 OPERAS. | 


Price $1.90. 


1 EVERETTS 


Price $1.90. 


1 ROMEOS. M 4 
Kid Price $2.20. 


oF 


NEWBURYPORT, MASS. 








M. Murphy Heads 
Ad Association 


Houston, Texas.—Michael Murphy, 
secretary and sales promotion manager 
of Krupp and Tuffly, the oldest shoe 
firm in this city, was elected governor 
of the Tenth District of the Advertis- 
ing Federation of America, at the re- 
cent annual convention of the federa- 
tion, held in San Antonio. Mr. Murphy 
is planning some interesting matters 
for consideration at the next meeting, 
which will. be held in Fort Worth, 
Texas, in 1938. 

The Tenth District has embraced 
only Texas and Oklahoma, but at this 
meeting, Louisiana and Arkansas were 
added, making it the largest district 
in the federation, according to Mr. 
Murphy. 


Shoe Men Heroes of 
Train Wreck 


New ORLEANS, La.—J. H. Young- 
blood, salesman for the International 
Shoe Company, residing at 2325 Wirth 
Place, New Orleans, and Dan Steuer, 
of the shoe department of Marks Isaacs 
Company, were heroes of the wreck 
of the Panama Limited, the crack train 
of the Illinois Central which derailed 
near Batesville, Miss., recently, when 
the engine struck a cow sleeping on the 


track, causing the derailment of the 
train and the death of one person and 
serious injury to others. These gentle- 
men returning to New Orleans from 
St. Louis, after the wreck, walked seven 
miles to Batesville to summon phy- 
sicians, nurses and other aid. 





Orthopedic Shoe Men to Meet 


NEw YorkK—Orthopedic shoe men, 
whether store owners or employees, 
are being urged to attend a meeting 
of the New York State Orthopedic 
Shoe Men’s Association, to be held at 
the Hotel McAlpin Tuesday, November 
80, at 8.15 p.m. The association wishes 
to contact as many orthopedic shoe 
men as possible in the interest of their 
own business, and announces that at- 
tendance at this meeting will entail 
no charge and imply no obligation. No 
one will be approached or solicited for 
membership unless he himself signifies 
willingness to join. It is desired, how- 
ever, to inform all orthopedic shoe 
men, whether members or non-members, 
of recent developments that have oc- 
curred relating to this field of shoe 
retailing, which developments have a 
direct bearing on everyone engaged in 
the orthopedic branch of the business. 

At this meeting a prominent podia- 
trist will deliver a lecture on “Com- 
mon Foot Disturbances and Their Re- 
lation to Shoes.” 
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Predicts Recession Will Be 
Short-Lived 


[CONTINUED FROM PAGE 49] 


question of credit control, and the con- 
trol over credit (the control of the 
supply of money) is one thing that 
should be vested in government. 

On the other hand, no government, 
he believes, is wise enough successfully 
to control production and prices. Steps 
which should be taken instantly by the 
government in Washington are the 
encouragement of heavy industries, 
particularly the utilities. Already 
planned expansion programs in that 
industry, he declared, would pour 
countless millions of dollars into the 
hands of workers in the form of in- 
creased payrolls. 

Dr. Foster deplored President Roose- 
velt’s message to Congress. He should, 
he said, have been much more specific. 
Past mistakes should have been frankly 
admitted and a program designed to 
give real encouragement to business 
outlined. In addition to the one men- 
tioned above, Dr. Foster believes the 
President should have advocated imme- 
diate changes in the tax on capital 
gains, the excess profits tax and 
changes in the rules laid down by the 
Securities Exchange Commission. “If 
that had been done,” he concluded, 
“within a month we would have been 
satisfied that we were going up.” 

The whole suceess of the New Deal’s 
social reform program, he pointed out, 
must be founded on the success of bus- 
iness. Without profits there can be no 
program, or, putting it differently, un- 
less business is to be encouraged to go 
ahead, there can be no creation of new 
wealth with which to carry out the 
aims of the President. 

Secretary James H. Stone reviewed 
to date the fight of the shoe industry 
against the proposed reciprocity treaty 
with Czechoslovakia and announced 
that the Czechoslovakian shoe manu- 
facturer, Bata, not content with mak- 
ing and exporting volume grade shoes, 
now is offering a better grade shoe 
of the type ordinarily retailed here 
for from $4 to $4.50 a pair. The Bata 
shoes, he said, wholesale at a price 
which will make possible their retail 
sale in this country at $3 a pair, thus 
affecting a much larger section of this 
country’s shoe industry than has been 
affected to date—a fact which may 
make it necessary to educate the pub- 
lic and induce the consumer to refuse 
to buy imported shoes. 





New Shoe Polish 


MEMPHIS, TENN. — Gadi, Inc., shoe 
polish manufacturers, announce the 
manufacture of a new product, Gadi 
Paste Shoe Polish. This product con- 
tains a novel applicator by which the 
user can apply the polish without soil- 
ing the hands. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.’ Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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(TOP) 


(CENTER) 
(BOTTOM) 





Brown, Blue Burgundy and Black Kid 
Kafsted lined ..........+0..e0e. Net $1.25 
Same as above, with leather lining and 
Patent trimming .............. Net $1.35 
Also Black and Brown Kid Everetts. 

Net $1.25 


Brown, Burgundy and Blue Kid with Paten 
piping. Full leather lined...... Net $1.60 
In combinations of Light and Dark Brown 
Kid—Blue and Burgundy Kid—Red Kid 
and Patent leather. Full leather lined 





Net $1.80 
Sizes 6-10 36 pair cases 
6-11 on 
7-11 In-Stock 








Buster Brown Sells Shoes on the Air 





e 
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The cast of the Buster Brown Radio Show in New Orleans. Professional actors 
oat sat ts Dor cameiaae es eter ee eee 
of t ty. 


New ORLEANS, LA.—Ten months on 
the air with a radio show has helped 
to sell Buster Brown shoes in the New 
Orleans trading territory. In New 
Orleans alone there are between ten 


and twelve thousand Brownbilt Club 
members and when local sponsors 
staged an all-day picnic at Ponchar- 
train Beach this Fall, there were close 
to twenty thousand out to enjoy the 


frolic. When “Buster Brown,” “Mary 
Jane,” “Clancy the Cop,” “Lula,” 
“Skinny,” “Red,” “Toad” and all the 
other flesh and blood characters were 
spotted, they were kept busy for hours 
giving their autographs. 

The radio skit is adapted from the 
famous Buster Brown comic strip of 
the 90’s. Written down to the level of 
“kids,” it likewise commands an audi- 
ence of adults. It is in serialized form, 
three acts to a half hour presenta- 
tion, and takes the air each Thursday 
at 5 p. m. over Station WWL/’s 10,000 
watts, clear channel outlet. 

Beverly Brown (no relation of 
Brown Shoe Co. personnel), nationally 
known radio scriptist, writes and pro- 
duces the show. 

Very little advertising is used in the 
script. Two unique, catchy, tuneful 
parodies are sung by the “Buster 
Brown Brigade,” a juvenile chorus of 
30 voices, between acts. This is the 
advertising message put across in a 
subtle manner. “When you think of 
Buster Brown, think of Buster Brown 
shoes,” is the slogan employed to close 
each episode. 

There are about fifteen principal 
characters and thirty or more “extras” 
in the large cast. Professional actors 
assume the adult roles while all the 
children’s parts are taken by some of 
New Orleans’ most talented juveniles. 
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LYNCHBURG, VA. 


WILLIAM ISELIN & CO., INC. 
808 | 


MANUFACTURERS’ PROBLEMS 


The President, The Treasurer, the Sales Manager, 
the Factory Superintendent, the Banker, and the 
Creditors of a Company may each welcome the 
benefits of a factoring arrangement. Each has his 
problems—each welcomes help in their solution. 


Factoring enables a manufacturer to sell for cash; it 
frees money tied up in outstandings; relieves man- 
agement of credit and collection problems and per- 
mits it to concentrate on manufacturing and selling. 


New York Office -- 357 Fourth Avenue 


Branch Offices 
GRAND RAPIDS, MICH. 


Selling Agents of Shoes, 
Leather and Allied Products. 


LOS ANGELES, 


for Manufacturers and 


CAL. 


























Ault-Williamson Open 
N. Y. Office 


New YorK.—The Ault-Williamson 
Shoe Company of Auburn, Me., have 
opened a: New York sales office and 
sample room in the Marbridge Building, 
47 W. 34th Street, here. 

Edward J. Meuhsam, who has been 
connected with the Ault-Williamson 
Shoe Company for the past eight years, 
is in charge of the new sales office and 
will cover the Greater New York area 
and New Jersey. 

Associated with Mr. Meuhsam is 
Jack F. Davis, a new addition to the 
Ault-Williamson sales force. Mr. Davis 
was with the Selby Vani-Tred division, 
before its absorption into the Physical 
Culture division, for 25 years. He will 
cover the Philadelphia, Baltimore, 
Washington and Virginia territory in 
his new position. 

The new Air-Tred Spring line is on 
display at the new sales office, Room 
407, and Mr. Meuhsam cordially in- 
vites all his shoe friends to visit him 
in his new office. 


Lundahl Named Manager 


OMAHA, NeBR.—Robert Lundahl is 
the new manager of the shoe depart- 
ment of the Aquilla, formerly Haas 
Brothers, of Omaha. He came to this 
store from Rockford, Illinois. 


Elected to Board of Directors 


Des Moines, IlowA— Carl F. Ger- 
hardt, merchandise manager for the 
upstairs and downstairs departments 
for shoes at Younker Brothers, was 


CARL F. GERHARDT 


elected a member of the board of direc- 
tors at a special meeting held recently. 
Oldest in years of service at Younk- 


er’s, Mr. Gerhardt has seen the growth 
of the Des Moines mercantile business 
from the inside out. He came to 
Younkers in January of 1900, as. a 
linen salesman, following two years 
work at the Harris-Emery store, As 
Younkers took over the Mandelbaum 
store, later merging with Harris- 
Emery’s, grew to be a store of state- 
wide importance, Mr. Gerhardt’s duties 
grew. In 1930, he became merchandise 
manager for the basement and upstairs 
shoe departments, as well as several 
other basement departments. 


Bill DeWitt Goes Abroad 


AUBURN, N. Y.—William J. DeWitt, 
president of the Shoe Form Company, 
Inc., sailed for Europe on Wednesday, 
November 17, on the Queen Mary. Mr. 
DeWitt plang to inspect the Shoe Form 
plants in England, France and Ger- 
many. It is also said that Mr. DeWitt 
plans to purchase plant equipment in 
connection with the Bill DeWitt Bait 
Division of the company, 

The Shoe Form Company in the 
Baits Division has, for some time, been 
developing a complete line of fish hooks 
and lures and the equipment necessary 
to produce these. It is thought, al- 
though not confirmed, that Mr. DeWitt 
plans to purchase an entire plant which 
probably will be moved to this country 
from abroad. 
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Dancing Shoes and Taps 








PROFESSIONAL TAP] DANCE SHOE 


IN-STOCK 












White Side 


oy B and C ii 
12%-3 ABandC $1.50 
ABand C $1.60 


DAVID T. NATHAN 
138 Lincoln St., Boston, Mass. 

















Obituaries 
John H. Connor 


Paris, France — John H. Connor, 
senior vice-president and director and 
manager of foreign affairs for the 
United Shoe Machinery Corporation, 
died November 22 in Paris. 

Vigorously healthy at the age of 83, 
he was transacting business in the 
Paris office and happened to slip on 
the rug. Following the iajury, he died 
at the American Hospital in Paris. 
He had made more than 170 trans- 
Atlantic voyages and had covered every 
shoemaking country in the world, time 
and time again. More than any other 
man, he made American shoe machinery 
known the world over. 

Surviving are his widow, Ella Ben- 
son Connor; a son, Lewis H. Connor; a 
daughter, Mrs. John A. Whittemore, 
Jr.; a brother, Albert J. Connor of New 
York, and a sister, Annie J. How of 
Stoneham, Mass. 


William Elkin 


PHILADELPHIA, Pa.—William Elkin, 
vice - president of the Newton - Elkin 
Shoe Co., here, died on Saturday No- 
vember 20, at the age of 73. 

Surviving him are his widow and a 
daughter, Mrs. Eugene Lowenburg, of 
Norfolk, Va. 


John C. Sage 


ATLANTA, GA.—Funeral services for 
John C. Sage, president and treasurer 
of the Byck Shoe Company, were held 
Thursday morning, November 18, from 
Spring Hill Funeral Home, Dean 
Raimundo de Ovies and Rev. J. F. 
Mitchell officiating. Interment was in 
West View Cemetery. 
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Mr. Sage, who was 55 years old, had 
been with the Byck Shoe Company for 
39 years, having started as bundle 
wrapper for the firm at the age of six- 
teen. He worked his way up to become 
salesman and finally treasurer of the 
company. On the death of Werner S. 
Byck, seven years ago, he was ap- 
pointed president, continuing his posi- 
tion as treasurer. 

He was one of the best known retail 
shoe men in the Southeast and his 
death comes as a distinct loss, not only 
for Byck’s, but for the entire shoe in- 
dustry of which he was a part, 





Samuel Rohr 


ToLepO, OHI0.—Samuel Rohr, 76, in 
the shoe business here for 53 years, re- 
tiring in 1929, died November 15 after 
a long illness. He came to Toledo in 
1876 and became associated with his 
uncles, Peter and Frederick Wachter, 
in the Wachter Brothers Shoe Store. 
In 1890 Mr. Rohr and his brothers, 
Louis, Frederick, and Frank, opened 
the Rohr Brothers Shoe Store in Adams 
Street. He was a member of the Toledo 
Cadets, military organization founded 
in 1869, and was one of the earliest 
residents in the West River Road dis- 
trict, having lived there 40 years. His 
son, John T. Rohr, is president of the 
Toledo Trust Co., largest bank in 
Toledo. Other survivors include his 
sister and four brothers. 





John A. Strehlau 


SEATTLE, WASH. — John Andrew 
Strehlau, 51, former vice-president of 
the Dinham-Strehlau Shoe Company, 
died at his home here recently. 

Mr. Strehlau was a native of Wis- 
consin but had resided in Seattle for 
the past forty years. Of late years he 
was in charge of retail shoe depart- 
ments in several of Seattle’s leading 
stores. He retired in September due to 
illness. 

Surviving are his widow, a daughter 
and his mother. 





Joseph W. Myers 


MILWAUKEE, WIs.—Joseph W. Myers, 
president of Harper - Kirschten Shoe 
Co., Chicago, died suddenly November 
17 at his home here, when stricken with 
a heart attack on his 82nd birthday. 

Until 1892, Mr. Myers had operated 
retail shoe stores in downtown Mil- 
waukee and was still active in the af- 
fairs of the jobbing firm which he head- 
ed until the time of his death. He came 
to Milwaukee about 55 years ago from 
Louisville, Ky., and had been associated 
with the shoe business for about 60 
years. He is survived by his wife. 





John Butsch 


DEFIANCE, OHIO.—John Butsch, 71, 
shoe dealer at Defiance for more than 
half a century, died November 15, leav- 
ing his wife, a son, and a daughter. 





STOCK No. 56! 


JUVENILE 
CUSTOMERS 


who grow up and graduate to 
adult sizes are just so much "water 
over the dam"—as far as your 
juvenile department is concerned. 
Replacing them is no task with 
those retailers who tap the reser- 
voir of wearers of famous Mrs. 
Day's Ideal Baby Shoes—offering 
Flexible Hard Soles (2-8), carrying 
the same familiar trademark. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 
Manufacturers of Fabric—Cushion—Soft 
Sole—intermediate and 


FLEXIBLE HARD SOLES 
EE IT 








Physical Culture Dealers to 


Meet 
New YorkK—The Spring Style Con- 


vention of physical culture shoes will 
be held in New York in the Southeast 
Ballroom of the Hotel Pennsylvania on 
Sunday afternoon, November 28. 

In inviting dealers to attend, L. A. 
Leopold, general manager of the chain 
and presiding officer at the convention, 
gave this keynote to the convention pro- 
gram: “Leading authorities will speak 
at this grand get-together on vital sub- 
jects as what’s ahead for the shoe in- 
dustry, what business you can look for- 
ward to, how you are going it get it.” 

Among those who will make addresses 
are Arthur D. Anderson, editor of 
Boot & SHOE REcorRDER; Mrs. Ethel 
Holland Little, fashion editor of Wo- 
man’s Home Companion; George 
Knoche, merchandising division of 
Daily News; Lester Brozman of Broz- 
man Associates, direct mail. The Spring 
style showing of Physical Culture shoes 
will be under direction of L. A. Leopold. 





Morris Francis Promoted 


SANTA MONIcA, CALIF.— Morris 
Francis is now manager of the local 
Stoner Shoe Store. Previously he was 
a ‘salesman in the Hollywood Stoner 
store for some three years. His promo- 
tion was in recognition of his hard and 
intelligent efforts in furthering the in- 
terest of his employees. ~ 
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FOOT COMFORT 


TRACE MARK 


In BIGGEST Demand In History! 


OPEN YOUR EYES TO THE HANDSOME PROFITS ALERT DEALERS ARE MAKING! 


haven’t Dr. Scholl’s Foot Comfort Service in Write for 
your store you are missing a big source of rev- 
enue. NOW is the time to get it. The invest- 
ment it requires is small. The returns on it are big. Our 
advertising keeps bringing you the business. Write for 
details today. THE SCHOLL MFG. CO., Inc., Chicago. 
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Dt Scholl's 
Foot COmMForT 


TRADE MARK 


SERVICE 


This Symbol in your window 
4s worth more than its weight 
in gold to you! 


Never in the history of the Shoe business has 
the demand for Dr. Scholl’s Foot Comfort 
Appliances been so great, so insistent. And 
it is growing every day .. . Relieving foot 
misery pays handsomely in profits and pres- 
tige. It wins and holds customers... . If you 


DE SCHON 5 sce Coe 
_ C O A) ARCH SUPPORTS—APPLIANCES—REMEDIES 


WHY NOT BE DIFFERENT? 
SELL A FEATURE CUSHION SHOE 
That Builds and Holds Business 











The New Improved Rohn Nu-Matic Ladies’ Cushion and 
Nail-less Line is so popularly priced that it offers tremen- 
dous opportunities. Nu-Matic Shoes are flexible, nail-less, 
correctly cushion the foot, and the arch brace, plus the 
metatarsal pad, properly support a weak arch and add com- 
plete comfort to the normal foot. 


Repeat customers are the backbone of your business. 


Catalogues of our Women’s popularly 
priced styles will be sent on request. 


HEADQUARTERS 
FOR SUCCESS 


Successful business men appreciate the 
need for modern comfort and conve- 
nience when they travel. And so, al- 
most invariably, they stop at The Ben- 
jamin Franklin when in Philadelphia. 
e For The Benjamin Franklin is Phila- 
delphia’s modern and convenient ho- 
tel. 1200 big comfortable rooms. Food 
that tempts the most travel-harrassed 
appetite. Service that soothes travel- 
jarred nerves. Rates that fit every travel 
budget. © Try The Benjamin Franklin 
yourself the next time! 








BEWARE 


Note the name on the arch-brace and of lmitetions 


3 Point 
Nu-Matic Shoe 


metatarsal pad. Visible to your customer's eye, 


and, therefore, a helptul selling feature 


Te Nu-Matic Arch Brace 


Qe Nu-Matie 
Metatarsal Pad 


Se Nu-Matic Cushion 











SALESMEN 
Choice Territories 


koku MuMatic 


Wis 


The BENJAMIN FRANKLIN NAILLESS CUSHIONED SHOE 
Philadelphia ely manutactured by Roh «Mig Company, 512 W Flovida St, Milwaukee 


SAMUEL EARLEY, Managing Director: Exclus y Rohn Nu-Matic Shoe Mfg Company, 512 W. Florida St, M 

















front is of bronze, lighted at night by W, J. Reed Joins Vulcan 


New Jarman Store 


in New York 


NEw YorK—The Mellin Shoe Cor- 
poration, Brooklyn, N. Y., have opened 
a new exclusive Jarman shoe store at 
1441 Broadway, this city. This store 
is the third of a group of these stores 
owned by this corporation and is the 
first of a chain of similar stores to be 
opened in the future by this concern in 
New York City. The other two Jarman 
shops are located in Brooklyn. 

The new store is small but distinctly 
masculine in appeal. The front is of 
red Cararra glass with bronze trim. 
The large Jarman signature across the 


red neon tubing. 

The fixtures are of a medium-colored, 
grained wood. Fitting chairs are of the 
modern type and are upholstered in 
red leather. These are placed at one 
side of the room while facing them and 
in the rear of the shop, are the stock 
shelves. The floor is covered from 
wall-to-wall with a deep maroon car- 
pet. 

A full line of Jarman shoes for men 
is carried by this new shop. 

L. H. Hamel, who for 11 years was 
salesman and manager of various John 
Ward stores for the Melville chain, is 
manager of this store. 


PorRTSMOUTH, OHIO—Walter J. Reed, 
formerly with the Sterling Last Cor- 
poration, has resigned from that com- 
pany to take up the position of man- 
ager of the Brockton, Mass., plant of 
the Vulean Last Corporation. 

Prior to his connection with the 
Sterling Last Corp., Mr. Reed was with 
the Vulcan Last Corp. as a designer 
and salesman in the Brockton, Mass., 
Portsmouth, Ohio, and St. Louis, Mo., 
territories. He received his early 
training from his father, the late Jo- 
soph V. Reed, well-known manager of 
the Stewart & Potter branch of the 
United Last Company. 

















Men's Shoes 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 

















8 8 A ee 


Ski Boots 


SAW YER'S 
SKI BOOTS 


R. J. Sawyer, inc., 2 Main Sf., Freeport, Me. 








Carton — 


LA BELS 


ToLaan: DAVIDSON 
_—ADV ERTISING PRESS, In 
s Lincoln Street, Boston vee 











Would Scrap Trade 
Treaty Program 


WaASHINGTON—Announcement of the 
Administration plans to negotiate a 
trade agreement with Great Britain, 
and to enlarge the existing agreement 
with Canada, this country’s two big- 
gest customers, has precipitated new 
protests against the pending agreement 
with Czechoslovakia and against the 
New Deal’s reciprocal trade policy of 
cutting down trade barriers. 

Senator Henry Cabot Lodge, Re- 
publican, of Massachusetts, co-sponsor 
of the Senate resolution which launched 
the Tariff Commission’s inquiry cover- 
ing foreign and domestic costs of 
cemented shoes, indicated he would seek 
Congressional. action to suspend the 
entire trade agreement program pend- 
ing a study of the effect of wage, hour, 


BOOT 


tax and other legislation upon labor 
and the consuming public. 

Pointing out that factories and 
shops, large and small, are closing and 
adding to the baffling unemployment 
problem, the Senator said he was more 
concerned over the proposed Czecho- 
slovakia agreement because of the con- 
templated tariff reduction on low- 
priced shoes. 

A delegation from Czechoslovakia is 
scheduled to arrive in the United 
States sometime in December to take 
final steps in concluding the agreement. 
Earlier in the week, Representative 
Richard B. Wigglesworth, Republican, 
of Massachusetts, introduced a resolu- 


“tion calling for a halt on trade nego- 


tiations with Czechoslovakia until the 
Tariff Commission’s cemented shoe 
investigation has been completed. The 
resolution was referred to the Ways 
and Means Committee. 

Although the State Department did 
not disclose what commodities will fig- 
ure in the bargaining with Great Brit- 
ain and Canada in the new trade 
move, observers agreed that this coun- 
try’s contessions would likely include 
such manufactured products as woolen 
goods and textiles, cotton goods, leather 
goods and flax manufactures. 

A specific list of products on which 
concessions are contemplated will sub- 
sequently be published. 





Cocktails for Footwear 


Customers 


NEW ORLEANS, La.—Something new 
in the way of service for prospective 
shoe purchasers has been inaugurated 
by Allen’s shoe store on New Orleans’ 
famed Canal Street. 
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12 BIG SALES POINTS 
MAKE BASS SKI BOOTS 
SURE-FIRE SELLING 
MATERIAL 









BASS OLYMPIC 


authentic Pz Ski 
after the most popular 


i. Late om and features of 
foreign ym made boots. 
2. instep 
tghtonine Yor downh , reonlag 
3. Lar easy lacing; , double 
lacing whieh Malate slipping and holds 


. Bass Ski Boots have narrow sole with 
straight sides. Provide } a. grip with new 
ski-bindings. 

. Special ski boots for wom 

Grooved heel holds binding. * without danger 

of slipping. 

. In higher priced boots a wedge of sole aioe 
runs along the shank. Gives extra thickness. 
Resists twisting. 

8. Extra- =. sole -— wo ele steel shank; 


4 owt © 
low for extra on, 
vamp—to 


permit instant 


a7 


@®e @©00 @ 8@e@ ®@ 
“M oo 


9. Bass Gost. are. ih 
jg a a hort or long 


@ !0. The. United States Sys®..! Ski Team was 
Page 4 with Bass S$ 

@ i1. Bass Ski Boots come in a wide range of 

en. prices. 


Top-quality workmanship Papenpent. Backed 
by the famous name of G. H. Bass & Com- 
Boots are in stock and we're ready = a) ow our 
regular numbers. Write for 7“ li 
folder. G. H. Bass & Co., 139 Main Hg 
Wilton, Me. 


BASS SKI BOOTS 


as advertised in Vogue and Esquire 











Ladies trying on Allen’s shoes may 
sip cocktails, served by a page, while 
they weigh the relative merits of the 
footwear presented for their inspection. 





New Hanan Accessory Department 





New York—Hanan & Son recently remodeled their accessory section in the 
floor women’s shop in their Fifth Avenue store. The new department is 


second 
located to the fore and 
ei apc sf 
hosiery and 


right of the 


entering the shop. Modern 
handbags in striking tie-ups with featured footwear. 


elevator entrance and commands instant at- 


fixtures provide ample space for 
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Store Modernized for 
25th Anniversary 


GADSDEN, ALA—The Vance Shoe 
Store recently commemorated its 25th 
anniversary in their entirely remodeled 
and modernized store. 

The front is of blue and yellow with 
a wide V-shaped entrance flanked by 
large display windows leading up to 
the door. 

On the interior, new and modern fix- 
tures and furnishings have been added. 
The store has been completely re- 
arranged. An enlarged and attractive 
children’s department now occupies a 
large space in the rear of the stoze 
and decorations have been planned in 
shades and figures to attract the young- 
sters. Complete lines of shoes and 
hose are carried for the entire family. 

C. W. Vance, president and founder 
of the store, came to Gadsden 25 years 
ago and opened a shoe store directly 
opposite the present location. He re- 
mained in that location for two years 
before moving his store to its present 
site. 

Louis S. Beaird, who became asso- 
ciated with Mr. Vance the second year 
he was in business in this town, is 
manager of the store. F. G. McCuen, 
connected with the store for 19 years, 
is manager of the women’s shoe de- 
partment. 
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SNOW BOOTS 





es 
lacitied Arlberg Utility 
vue Winter Boot 


NEW SKI LAST. Brown waterproof uppers, 
moccasin toe effect, leather and fur lined 
throughout, double soles with storm welting. 
The aristocrat of winter boots. No. 1362, 
Women’s sizes, 3-9. Full sizes only, Medium 
widths. Genuine ski last. Price $4.75. 
The Arlberg Oxford No. 1360M, Medium 
(B) and wide (D) widths. Price $3.90. 
No. 1360 W, Women’s 3-9, Full sizes only. 
Narrow (A) and Medium (C) widths. 


IN STOCK 


andler— 


Sierra 


5% in. Goodyear Welt, boot for the active 
sportswoman, medium width—Sizes 3 to 9. 
No. 1342, Oiled waterproof uppers, brown 
rubber sole, wedge heel. No. 1352, Smoke 
elk, natural rubber sole, wedge heel. Price 
$2.50. 








Carnival 


8 in. Goodyear Welt boot. 3 to 9, B. C. D. 
No. 022, White elk, white welt, rubber sole 
and wedge heel. No. 042, Brown elk 
(waterproof finish), brown rubber sole 
and wedge heel. No. 052, Smoke elk, 
natural welt, natural rubber sole and wedge 
heel. No. 062, Brown elk (waterproof fin- 
ish), treated leather sole, solid leather heel. 











The 
Salzburg 


Full chrome brown waterproof. Three 
leather soles, double welt stitch, extra heavy 
tempered steel shank. No. 2000M (Men’s) 
price $3.85. No. 2000W (Women’s) price 
$3.75. No. 2000B (Boys’) price $3.75. 


SKI —s\ 
by a 


Price $3.00. 





8 in. turn down cuff boot with fur tops, 
medium width—Sizes 3 to 9. No. 118, 
White clk, white fur top, rubber sole, wedge 
heel. No. 119, Brown elk, natural fur top, 
rubber sole, wedge heel. No. 120, Smoke 
elk, natural fur top, rubber sole, wedge heel. 
Price $2.25. Above shoe made in waterproot 
construction, Littleway stitched, cement 
lasted, no tacks, leather innersole and 
counter. Strictly hand lasted. 








IN STOCK 


ndler— 


Approved by 
Birger Ruud 


No. 6011 Designed and constructed under 
the personal supervision of Birger Ruud, 
Olympic Ski Champion, Natural color water- 
proof uppers (duplicating famous European 
military leather). New imported wicker 
hooks. No. 6010 as above, only all Brown. 
Price $8, tax included. 





Hannes 
Schneider 


No. 6005. Designed under supervision of 
the f ski Black waterproof 
uppers. White straps and snow excluding 
outside bellows. Duplicate of fine European 
hand made boots. $8, tax included. 








The Pro 


Full chrome chocolate waterproof uppers. 
Oak mid sole, composition heel. Steel shank. 
No. 1000M (Men’s), 1000W (Women’s), 
1000B (Boys’). Price $2.65. 








New Ski Boot and Snow Boot Catalog just off the press—depicting the 
largest line of IN-STOCK shoes of their kind in America. 


Manufacturers of Improved “SPORTSTER” Scout Shoes 
A. SANDLER CO., 200 Essex St., Boston, Mass. 


47 W. 34 St. 
New York 








Why Have a Dull Season 


After Christmas? 
[CONTINUED FROM PAGE 19] 


selling should be pushed as strongly as 
good taste permits. Don’t forget tele- 
phone calls by salespeople to their cus- 
tomers. 

Launch a “call-up” service among 
the office employees—and all women 
who work downtown, delivering hose 
or galoshes if phoned for by these 
women. If necessary, arrange with 
Western Union or Postal Telegraph 
to deliver in a certain area at a flat 
rate. 

Get plenty of color, light, motion, 
and action in your windows. Arrange 
them so they can be changed (by sec- 
tions) quite often, so as always to 
have something new—and something 
interesting—to stop the crowd. With 
fewer people passing in these weeks, 
you have to stop a larger percentage 
of them, or else— 

Sketches show just a few of the pos- 
sibilities. They emphasize particularly 
the fact that you don’t have to spend 
a lot of money to have attractive dis- 
plays, because good ideas can be put 
across in simple ways—direct and to 
the point. 


Fire Damages Shoe Shop 


SoutH Berwick, Me.—Fire on No- 
vember 6 caused more than $15,000 
damage to the Roberts & Marshall Shoe 
Shop on Central Street, here. 














Children's Shoes 





edicra 
SHOES 


HAND LASTED 
OHILDREN’S SHOES 
Finest Quality 


PEDICRAFT. SHOES—Swansen & Ritner Ste., 
Philadelphia 





Men's Shoes 


OO i ied 





RAW CORD 
SOLE & HEEL 


« 
7RAIN LEATHER 
NNERSOLE 


7 
SPECIAL WATER 
RESISTING TANNAGE 


GREAT EASTERN SHOE CO. 


186 LINCOLN STREET 
BOSTON 











Shoe Stores Up-to-Date 
[CONTINUED FROM PAGE 47] 


bedroom slippers, believes Mr. Yasger. 
Very few men outside the professional 
class have more than one pair of dress 
shoes at a time. Yasger does con- 
siderable corrective shoe work, having 
regular customers in many states. He 
also has a fine shoe repair shop at the 
rear of his store. He changes his win- 
dow displays about twice monthly. This 
store also sells men’s and women’s 
hosiery. 

Harry Boettke, manager of the O. A. 
Haase Shoe Store, reports that men’s 
black shoes at $4 have a good sale in 
Beaver Dam. The business man usual- 
ly has two or three pairs of dress shoes, 
he states, while the average wage 
earner has one. pair work and one pair 
dress shoes. The average young man 
will also have a pair of sport shoes. 
His average customer buys two pairs 
of shoes a year. One out of every three 
men buys a pair of socks at 35 cents 
with their shoes, and some buy three 
pairs for $1. ° 

In women’s shoes the most popular 
priced line runs between $3.50 and $4. 


~ 
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Most women have between two and 
three pairs of shoes, says Boettke, with 
one pair of bedroom slippers at. about 
$1.50. One out of every three women 
shoe customers also buy hosiery at 
either 79 cents, 89 cents or $1 a pair. 
In children’s shoes black is a popular 
color in the $2 line. Window displays 
at this store are changed once a week. 
The interior has just been remodeled, 
with indirect wall lighting added. The 
Haase firm has stores in Beaver Dam, 
Oshkosh, Ripon and Marinette, Wis. 
Harry Boettke, by the way, is also a 
director of the Beaver ‘Dam Chamber 
of Commerce. 

H. Martin Jacob opened a fine, new 
store several months ago on Beaver 
Dam’s big Front Street, which is called 
Martin’s Shoe Store. He worked in 
many other stores in recent years, and 
selected Beaver Dam for a location 
for a store of his own long before the 
U. S. Department of Agriculture picked 
it as a typical town. Which should 
speak well for Jacob’s judgment. He 
has a fine, modern store, with adequate 
stock and fine window trims. He finds 
that men’s black shoes from $3.95 to 
$5 are his best sellers, and that the 
average man also wants a pair of 
quality bedroom slippers. In women’s 
shoes the $3.95 line is the best seller, 
with some sales running higher. He 
sells both men’s and women’s hose, with 
the 79 and 89 cent hosiery being bought 
most frequently by women. He changes 
his window trims about once every ten 
days, and does some newspaper adver- 
tising. His trade runs about even— 
fifty-fifty—between city and country. 

The Newton & Wenz Department 
Store, an 81-year-old institution, sells 
a quality line of shoes, with the aver- 
age here being around $6 for both men 
and women. The firm also sells many 
shoes at $10 and $11 (Florsheim’s), 
and has a fine shoe section on the first 
floor of the store which is very acces- 
sible from the street. Ted Sonnemann, 
merchandise manager, reports that 
men’s black shoes are leading, with 
suedes in favor with the women. Chil- 
dren’s black shoes at $3 are also selling 
well. This big store recently celebrated 
its 81st anniversary with a big one- 
week sale which included many shoe 
bargains. E. C. Wenz, president, joined 
the firm in 1874 and is still on duty 
although he is over 80. He remembers 
the days when women wore hoop skirts, 
and the store used kerosene lamps for 
light, and when women wore black 
undies. Farmers paid for their pur- 
chases once a year back in the ’80’s, 
he said, and often they brought in their 
surplus cash to be stored in the firm’s 
big vault. 

The J. C. Penny store, too, has a 
large shoe department on the first floor 
and does a considerable business. 
Favorite prices for men’s shoes here 
at about $3.50 and the same for women. 
The store has an excellent location in 
the center of town. 

Local bankers say that the $1,300 a 
year man saves 10 per cent of his 





VAN TAN 
INNERSOLES 


supply the flexibility and 
cushioning resiliency 
necessary to thorough 
foot comfort. They do 
not harden, crack nor 
curl. Being the ideal 
foundation for a good 
shoe, they are used in 
many leading lines. Ask 
for them in your shoes. 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 


ANIAN 


the perfect leather innersole 











salary, or $180 a year, so shoe men say 
that if they are to sell a man or 
woman two pairs of shoes at one time, 
they will have to cut in on this savings 
account, or buy at the expense of other 
items. There are 2500 homes in Beaver 
Dam, of which 70 per cent are owned 
by the occupants. If the average man 
rents, he pays $20 monthly, and spends 
about $38 for food for a family of four. 
The average man take his family to 

a movie once a week, he has a used car 
two to five years old, a radio just as 
old, no electric refrigerator, a washing 
machine, he takes one newspaper, two 
monthly magazines, and he rarely goes 
over $90 for a bedroom, living room or 
dining room set. He is fairly well in- 
formed on political and economic ques- 
tions, getting most of his knowledge 
from newspapers. He goes to his local 
free library quite often. There are 
18,599 books available in this library. 
Beaver Dam has 148 church, frater- 
nal and other organizations, nine pub- 
lic and parochial schools, with an en- 
rollment of 2300 pupils, and a staff of 
85 teachers, two hospitals, twd rail- 
roads, two bus lines, 41 taverns, a 
honey of a modern theatre, a cracker- 
jack of an American Legion band, and 
« little night life. Men like liquor at 
about $1 a pint, and whiskey is the 
favorite drink. Women constitute 10 
[TURN TO PAGE 64, PLEASE] 
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Don’t Forget Shoes During Holiday 





knowledge and experience, while the 
efforts of the experts charged with 
keeping a business fit and healthy are 
likely to be circumscribed at so many 
points that they can scarcely be held 
accountable for what happens. 

The retail shoe business needs pro- 
motion now, and in that we include and 
emphasize shoe advertising, not merely 
the holiday accessory publicity that 
every store indulges in at this season 
of the year. Already shoe sale ads are 
beginning to make their appearance 
in the newspapers of some of the big 
cities, but there is still an opportunity 
for most stores, during the month of 
December, to sell shoes at a fair price 
and a normal profit if they advertise 
attractively the types of shoes that are 
most likely to be in demand during this 
month. 


Glorifying Formal Footwear 


Formal evening footwear, of course, 
stands near the head of the list. Last 
year was probably the best season that 
shoe stores have had on evening slip- 
pers since pre-depression times, and 
cespite the fact that business is less 
buoyant at the moment than it was a 
year ago, people are still going places. 
Restaurants, night clubs, all sorts of 
“bright spots after dark” are doing 
a flourishing business. Folks simply 
can’t participate in the more formal 
festivities of the evening without the 
footwear that goes with formal clothes. 
So December and early January is an 
excellent time to advertise and pro- 
mote this class of merchandise, and 
already ads of this character are in 
evidence in increasing numbers. 

“Gem-dusted sandals” were adver- 
tised last Sunday by the Delman Salon 
at Bergdorf-Goodman, Fifth Avenue, 
New York. “Delman believes dance 
slippers should be gay,” said the ad, 
“even those you wear with your black- 
est gowns. So he dusts his black san- 
dals with gleaming chips from Fantaisie 
sapphires, rubies, diamonds and emer- 
alds. There are two models in black 
satin, one in black net, another in silver 
net. Bright beauties from a superlative 
collection of evening slippers beginning 
at $18.75.” 

And Bonwit Teller’s Philadelphia 
store calls attention to the fact that 
even exclusive evening footwear this 
season is following the up-trend in pat- 
terns. “Even glamour shoes are climb- 
ing. insteps,” said a recent advertise- 
ment featuring this store’s line of 
“Exclusives.” “Pandora designs them 
with a graceful up-sweep in front and 
tantalizing open-work, to make them 
look as unmistakably new as your 
evening dress.” Meanwhile Gimbel’s in 
Philadelphia features “Formal Elo- 





Promotion Season 


[CONTINUED FROM PAGE 382] 


quence,” a pattern they describe as “a 
modern evening slipper delicately done 
in satin. Open heels . . . silver kid 
leaf design above the open toes. Made 
on the famous ‘Fenton’ last in black or 
white satin. White satin dyed to match 
your gown... $18.50.” 

“Evening Stars at Your Feet” was 
the caption of a formal footwear ad 
by Woodward & Lothrop of Detroit, 
featuring a half dozen fascinating pat- 
terns, all of them illustrated in the ad 
and “all a-twinkle in the glamorous 
fabrics and leathers of this volatile, 
fascinating new season. They seem so 
eager for excitement and their de- 
signers made it a point to flatter foot 
and frock.” Prices on this group ranged 
from $8.75 to $18.75. 

An interesting fashion innovation 
quite outside the field of formal foot- 
wear, but looking ahead to the coming 
resort season, are the Venetian clogs, 
featured in an ad by Saks Fifth Avenue 
last week. These odd looking creations 
with thick cork soles, similar in de- 
sign to the shoes worn by Countess 
Castelbarco on her arrival in New York 
recently and pictured on page 32 of 
Boot AND SHOE RECORDER, Nov. 13 
issue, are said to be useful for wear 
on sandy beaches and promise to be 
much in evidence during the coming 
resort season, also for beach wear 
next Summer. 


A Shoe Fancy Makes History 


“A great Italian beauty made his- 
tory two weeks ago,” said Saks in their 
advertisement, “when she docked in 
New York wearing clogs with cork 
soles 8 in. thick—high clogs like those 
that the great Venetian ladies used to 
wear. She likes them, she says, be- 
cause they make you look tall and slim 
—we like them because they’re new and 
thoroughly exciting. We brought our 
own versions of these shoes from Italy. 
We'll copy them to your order. For 
resort—cork sole, black, blue or white 
suede, or Guatemalan banding, $10.75. 
For evening—sole covered with gold 
kid, top of black or colored satin, 
$18.50.” 

Bonwit Teller calls their version of 
these clogs “Cubits,” or pajama shoes, 
and says of them: “Most astonishing 
shoe in a hundred years. Born on the 
Lido for fastidious women who wanted 
to walk the beach without sand in their 
shoes. This resilient stepping on cork 
shoes was so pleasant that latterly 
titled Europeans have landed in New 
York in them, and have shopped in 
Bonwit’s in them. Quick as light our 
famous shoe salon produced ... im- 
proved them. The beach sandal is now 

[TURN TO PAGE 64, PLEASE] 
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° ~ ae to make one of the principal features 
Maine Shoe Men Hold Fall Meeting an open forum discussion of problems 
of vital interest to every shoe retailer. 








L. E. Langston, N.S.R.A. Vice-President, Is Principal Speaker 
at Semi-Annual Session of Merchants in Augusta 


Avucusta, Me.—Members of the 
Maine Shoe Retajlers Association’ held 
their Fall meeting at the Augusta 
Hotel here, on» Sunday, Nov. 21, with 
Executive Vieée-President L. E. Lang- 
‘ ston, of thé National Shoe Retailers 
Association, as guest of honor and prin- 
cipal speaker. 

The first heavy snowstorm of the sea- 
son interfered to some extent with the 
attendance, but an interesting business 
session was held following luncheon, 
and later in the afternoon there was a 
program of entertainment. R. H. Traf- 
ton, of the J. E. Palmer Co., Portland, 
president of the state association and 
city chairman for the National Shoe 
Retailers Association in the city of 
Portland, presided at the meeting and 
introduced Mr. Langston, who had céme 
from New York to emphasize to the 
shoe men of the Pine Gree Stateshe 
value of organization and the usefa- 
ness of associations in solving the many 
perplexing problems of modern retail- 


ing. 


After telling the retailers about the 
work of the National Shoe Retailers 
Association and its many services to 
the shoe merchant, Mr. Langston spoke 
of the desirability of having live state 
and local groups, particularly in deal- 
ing with such problems as the regula- 
tion and control of clearance sales. In 
this connection he referred to the suc- 
cess of the Philadelphia Shoe Mer- 
chants Guild in helping to solve the 
sale problem for the retail shoe stores 
of that city. Plans and suggestions for. 
the program of the next meeting, to be 
held in the Spring, were discussed, and 
Mr. Langston expressed his pleasure at 
the interest shown by the members of 
the association through their attend- 
ance on this occasion in spite of the 
inclement weather conditions. . 

The Maine association follows the 
practice of holding two semi-annual 
meetings a year, one in the Spring and 
the other in the Fall. Plans are al- 
ready being considered for the Spring 
meeting, at which it has been proposed 














R. H. TRAFTON 
President, Maine Shoe Retailers 
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W hen you ask for service at the McAlpin you 
get it quickly. Speed is soocanecy only to cour- 
tesy in the trai me of the McAlpin staff. You 
may prefer Hotel McAlpin for its big, beautiful 
new rooms, you may appreciate the convenience 
of this fine hotel . . . but its service is its prime 
feature. Ask any of the five million guests who 
have enjoyed the facilities of the McAlpin during 
its years of service to New York visitors. 

John J. Woelfle, Mgr. 


HOTEL MCALPIN 


“The Center of Convenience” 
Broadway at 34th St. 


NEW YORK 


SPACIOUS MODEL SAMPLE ROOMS FROM $5.00 
ROOMS with BATH from 
$400 $450 


DOUBLE 





$950 


SINGLE TWIN 
BEDDED 














Buy THis Book 


Quick Help for Shoe Retallers 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 

rock bottom” facts. ... It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 
to his requirements. .. . 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all “meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for Shoe Selling, » Stock-! 
rw : Display keeping 
Prize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 
Merchandising Seem 
Tass Wiser ake Stores More Attractive 
Ideas That Attracted Crowds 
Ideas for Merchants Who Get Together 
Ideas to Attract 
Cash, Credit and Collection Ideas 
39 Chapters Spring and Summer ideas 
4 ummer 
TS Voting Contest Ideas 


a37 Page. bea ee 


$3:00 Hosiery Tdese 

post. 

PAID §=2222 ideas, seven for a cent; one used 
more than pays for the book. 


Please re- 
mit with 
order 
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D. Myers Salesmen Meet 


BALTIMORE, Mp.—A sales meeting of 
the salesmen and officers of D. Myers 
and Sons, Inc., termed by Elkan R. 
Myers, president of the company, as 
the most successful ever held in the 
company’s history, took place recently 
in the home offices in this city. 

Starting with a get-together at 9 
A. M. on the first day, the salesmen 
from all over the country met with 
each other and compared notes. At 
12.30 everyone gathered at the Chesa- 
peake Club for luncheon at which time 
Mr. Myers addressed the gathering. 

After a brief recess, the meeting was 
resumed at the Stafford Hotel where 
a motion picture, showing the history 
of the company, was shown to the men. 
The film concluded with the question 
“What Next?” After the lights were 
turned up, Elkan Ries, treasurer and 
sales manager, answered the question 
by announcing a radically new step 
in the history of the company—a “Lit- 
tle Women’s” line of novelty footwear. 

This announcement of the new addi- 
tion in the Myers’ line in a size run of 
12% to 3, marked the high point of the 
meeting. This new line, created espe- 
cially for misses, is designed along the 
same lines as Myers’ women’s novelty 
line. This: new line will be carried in 
stock and will be priced to retail in 
the lower brackets. 

Following Mr. Ries’ talk and a gen- 
eral discussion of the new line, the 
meeting adjourned for dinner and a 
round-table discussion. 

The following day the meeting re- 
convened at 10 A. M. with an open 
discussion of price ranges, service, 
styles, credits and the like. The sales 
meeting was adjourned following a 
luncheon at which each man was called 
upon to say a few words. 


Shoe Fair Council Service 
to Broaden Scope 


Houston, TEXxAS.— The individual 
council service, which has been given 
to shoe retailers through the National 
Sales Promotion Clinic for some time, 
will be broadened at the National Shoe 
Fair, which will be held at the Hotel 
Stephens, in Chicago, Jan. 3-6, accord- 
ing to Michael Murphy, who has been 
named chief of staff for the fifth con- 
secutive year. 

Among other features of the clinic 
service, will be the presentation of a 
series of “Idea Albums,” containing 
many new promotional ideas used suc- 
cessfully by shoe merchants and shoe 
departments in other stores throughout 
the United States. These, with a sales 
calendar for the Spring season, will 
be given all who register at the clinic, 
Mr. Murphy stated. 

These ideas put in album form have 
been gathered and prepared especially 
for this occasion by Mr. Murphy. He 
is secretary and sales promotion direc- 
tor and director of publicity for Krupp 
and Tuffly. 
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Advertising Pays and Pays 


LIFE - LIFE LIFE LIFE 
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The above double page spread was used by Life in the leading news- 
papers in 10 major cities to prove the pulling power of planned adver- 
tising. 


Selling is the important thing and a 
shining example of the impact of pic- 
tures on the American mind to influ- 
ence people to go into shoe stores and 
buy shoes is the experience of the 
Wohl Shoe Company of St. Louis, 
through a campaign of advertising in 
Life. 

On September 13, 1937, the Wohl 
Shoe Company ran a page advertise- 
ment in Life and J. B. Johans, adver- 
tising director, said: “Judging from 
results, our advertisement in Life ac- 
counted for a remarkable new selling 
effort in our direction. We felt, through 
direct inquiries, through salesmen’s re- 
actions, through dealers and in sales 
in stores from coast-to-coast, a stimu- 
lation to our business that was as re- 
markable as it was unpredictable.” 

Shoe merchants from all over the 
country wired their enthusiastic ap- 
preciation of the results of this adver- 
tisement (first of a series in Life), in 
answer to inquiries from Wohl Shoe 
Company headquarters. 

In the advertising department of 
Life, in the Chrysler Building, New 
York, Joseph Alger, promotion man- 
ager, said: “My compliments to an 
industry that is so responsive and co- 
operative. We are proud to play a 
part in accelerating the movement of 
shoes to the great American public 
that has accepted the Life force—the 
impact of pictures which inform, pic- 


tures which report the news of the 
week and the life of the world...a 
great new selling force that is felt in 
every town, village and city the coun- 
try over.” 

As a consequence, Life advertised 
through double page spreads in the 
newspapers of ten major cities, giving 
the names of merchants and their opin- 
ions. 

Before the end of the first week, 
Wohl Shoe Company had received more 
than 600 keyed inquiries in response 
to the offer to send a style booklet and 
the name of the dealer selling Paris 
Fashion Shoes in their city. The in- 
quiries continued at the rate of over 
fifty a day for a long time. Merchants 
throughout the country co-operated in 
the promotion, many of them noting a 
large number of customers who re- 
ferred to the shoes as: “Those were 
the shoes they had in Life.” 

The initial advertisement was a tre- 
mendous scoop for the Whol Shoe Com- 
pany, but the follow-up, in which Life 
spent its own money for telling the 
success story, was a case of advertis- 
ing plus—much appreciated by the 
Wohl Shoe Company and its dealers. 

A dividend to the whole promotion 
was the radio broadcast in conjunction 
with the MARCH OF TIME in which 
seven merchants went on the air 
(through studio voices) indicating the 
pulling power of this new advertising 
medium. 





Shoe Men’s Educational 
Guild Meetings Success 


New YorkK—The weekly meetings of 
the Shoe Men’s Educational Guild, held 
every Tuesday evening at 8 p. m. at 
385 Fifth Avenue, are meeting with 
increased response. Not only are the 
old students present in good numbers 
but many new faces are seen at each 
meeting. 

All shoe men are invited to attend 


these weekly meetings which are free. 
Dr. Arthur J. Weissblatt, the Guild 
advisor, delivers weekly lectures on 
foot anatomy and pertinent topics 
relative to shoe fitting. The hour from 
eight to nine is spent on practical ele- 
mentary work while the following hour 
is devoted to advanced work, especial- 
ly intended for the benefit of the ad- 
vanced students, though all members 


‘are invited to stay through the sec- 


ond hour. 
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CLessigted) and! Want Aff 





SALESMAN WANTED 


POSITION WANTED 


LINE WANTED 











A LARGE WELL KNOWN SHOE 
COMPANY wants young men with 
shoe experience, ability and cap- 
ital to establish exclusive agencies 
in all sections. 

BE YOUR OWN BOSS! 
BUILD YOUR OWN BUSINESS! 
Take advantage of this 
opportunity! 

Write TODAY, Box F-588 
Boot & Shoe Recorder 
(All correspondence confidential) 
1627 Locust St., St. Louis, Mo. 











M!PDPLE west and western territories now 

open for well known line infant’s shoes 
stocked in Chicago. Only one small grip. Ex- 
cellent side-line. Address F-566, care Boot & 
Shoe Recorder, 209 S. State St., Chicago, II. 


SALESMEN tor Iowa, Illinois and Indiana for 

trademarked, popular priced line children’s 
and growing girls’ shoes stocked in Chicago. 
Exclusive or side-line. Address F-567, care 
Boot & Shoe Recorder, 209 S. State St., Chi- 


cago, Ill. 


SALESMEN Wanted: A new arrangement of 

territories creates an opening for live men in 
Ohio, Illinois, Michigan, Kansas, Nebraska, 
Pennsylvania, Iowa, and Missouri. A _ fast- 
styled line of Women’s In-Stock Novelty Foot- 
wear and Specialties to retail at popular prices. 
A genuine money-making proposition. When 
applying, give age, road selling experience, and 
volume of sales. Liberal straight commission 
only. Address: Boston Novelty Shoe Corp., 
179 Essex,Street, Boston, Mass. 


ALESMEN :—Tennessee, Kentucky, Ohio, 

Texas. Popular priced novelties in Misses’, 
Growing Girls’ compos, stitchdowns, sports; in 
stock ; eastern wholeslers; may be carried as 
side line. Address F-584, care Boot & Shoe 
a 239 West 39th Street, New York, 











EXECUTIVE POSITION WANTED 


Woman’s high-grade shoe buyer, 
stylist and merchandiser. We have 
a client who is seeking a position. 
He is an American, married, 40 
years of age. His integrity and 
ability have been demonstrated. He 
has a national reputation as a style 
man and has filled some very _im- 
portant posts. He prefers New York 
but is willing to consider other large 
centers. He is versatile and re- 
sourceful and we feel confident he 
can put life and action into a high- 
grade department or specialty store 
that is dragging. His objective is to 
complete a connection where his 
known ability can be demonstrated. 
Highest personal and business ref- 
erences. If interested interviews 
may be confidentially arranged by 
addressing: 
Address F-583, Care 
BOOT & SHOE RECORDER 
239 West 39th Street 





New York, N. Y. 








POSITION as buyer or assistant by young 
man—eighteen years’ experience. Expert on 
stock control. References. Address F-586, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


OUNG Lady attractive, 4-B foot seeks per- 
manent position. Telephone FORDHAM 
7-7698, Evenings. (New York, N. Y.) 








BUYER 


Boudoir Slippers, Summer Sandals, 
Rubber Footwear 
Chain Store Experience 
Young man who has twenty years’ experience 
in shoe business. Thorough knowledge of 
Retail Distribution and Merchandising would 
like connection with large Shoe Chain, Mail 
Order, Syndicate or Specialty Organization, 
who will appreciate some one with ability 
and one who knows the Markets. 
Address Box No. F-587, care of 
BOOT AND SHOE RECORDER 
239 West 39th Street, New York City 








POSITION WANTED 


O RTHOPEDIC Shoe Salesman — Manager 
~ able make appliances and adjustments de- 
sires make change. 12 years present position. 
Will go out of town. Address Box F-581, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








ANTED—Position as manager or assistant 
in shoe store or department. Eight years’ 
experience in medium and high price shoes. 
Now employed but desire change for advance- 
ment. Address F-582, care Boot & Shoe 
ts 239 West 39th Street, New York, 











LINE WANTED 


ACTORY Representative. Am desirous of 

representing lines, men’s, women’s and 
children’s shoes; working out of Houston. Also 
maintaining office here. Address F-578, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


CALIFORNIA resident, reliable salesman, go- 
getter, wishes connection with jobber, manu- 
facturer, popular priced line ladies’ novelties. 
Commission basis. Best. references. Address 
F-580, care Boot & Shoe Recorder, 239 W. 
39th Street, New York, N. Y. 











SALESMAN open for women’s or children’s 
line, Eastern Pennsylvania and New Jersey. 
Has established trade and proven record 
sales. Best references. Address Box_F-577, 
care Boot & Shoe Recorder, 56th and Chestnut 
Sts., Philadelphia, Pa. 





HELP WANTED 








WANTED : BUYER ot wom. 


en’s orthopedic shoes. Fast grow- 
ing women’s specialty store offers 
life-time opportunity to a keen 
merchandiser who knows the cor- 
rective shoe business from A to 
Z; one capable of installing and 
operating well-advertised depart- 
ment. Salary plus profit sharing 
arrangement. Replies held confi- 
dential. 














FOR SALE 





C ALIFORNIA’S most beautiful shoe store. 
Best location in trading area of 400,000. 
Address F-564, care Boot & Shoe Recorder, 239 
West 39th Street, New York City. 


FOR Sale: Shoe store in fastest growing city 
—Mississippi, 14,500 pop. Established 
years, popular prices, low rent, modern fix- 








tures, best location. Write G. R. Kenyon, 
Mineral Wells, Texas. 
FOR LEASE 





OMEN’S Shoe Department for lease in 
high-class specialty store for women. Lo- 
cated in one of the best retail towns in the 
country. Fine location on first floor with 
modern fixtures. Must handle high grade shoes 
to retail from $6.50 to $12.50. Address Embry 


& Co., 141-143 East Main, Lexington, Ky. 





FOR RENT 


B ALTIMORE, MD. 100% location for better 
shoes; adjoining I. Miller’s Store, and well- 
known specialty shops; dimensions 20’ x 120’; 
attractive rental. Write or wire. B. HOWARD 
aiyeans, INC., Lexington Bldg., Baltimore, 








mum charge, 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini 
For all other classified advertisements the rate is 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
(= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gey 


7 cents per word. Minimum charge, $1.25. 
In all other cases each word of the 
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MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 


WANTED TO PURCHASE 























For Spats and 
Shoe Ornaments 


Also our newest patent 
zipper spat. 


wAwotns 
4g NN dae Rwy == 


Chieago, Il, Side Line 
Salesmen Wanted. 











We'll cut 
them down 
to oxford 
height. Re- 
tailers every- 
where are 
sending us 
their bootie 
lines—we're 
remodelin 
’ them to well 
fitting ox- 
fords. Send 
us a trial 
pair. 





B NELSON, INC., 10 East 39th St., New York, N. Y. 











Brown Shoe Earns $3.20 
Per Share on Common 


St. Louris—The annual statement of 
the Brown Shoe Co., Inc., for the year 
ending October 31, 1938, shows earn- 
ings equivalent to $3.20 per share on 
the common stock, after deducting in- 
terest on the debentures, the net income 
for the year amounting to $793,251.26. 

Gross sales of the company amounted 
to $29,396,593.91, an increase of $5,- 
385,000 over those for the previous 
year. Profits, too, showed an increase, 
but, according to John A. Bush, presi- 
dent of the firm, it was “not commen- 
surate with the increased volume of 
business due to inventory write-down 
occasioned by a lower hide market on 
October 31, and closer margins caused 
by extreme competition throughout the 
year. The final result, all things con- 
sidered, is indicative of progress.” 

The completion of another new plant 
at Charleston, Missouri, in which wo- 
men’s low-priced sandals will be manu- 
factured was cited in the statement to 
the stockholders as a matter of interest 
to them and one contributing to the 
optimistic attitude held by the directors, 
Mr. Bush reported that they are look- 
ing forward to 1938 with confidence, 
and that the disappearance of surplus 
stocks is expected to take place shortly. 





Opens New Store 


Wooster, OHI0— Bernard Escovita 
has recently opened the Bond Shoe 
Store in this city. 

Mr. Escovitz formerly lived in Ritt- 
man, Ohio, not so far from where he 
operated the shoe department in his 
father’s department store. 

‘While Mr. Escovitz will devote most 
of his time to the Wooster store, he 
will continue the Rittman Department. 











Pouy SHOE 
OLDER. 


Bi Pending 


oo Fay is, golf shoes and 
up- 


os prope olds shoes in correct 
ae = ion. Practieall invisible when used. 
1 never topple over. For men’s and women’s 





aa -° per dozen $1.65 per 2 dozen. 


M. D. POLLINGER CO. 
Holland Bidg., St. Louis, Mo. 











Buyers of Surplus Stocks 


We will buy surplus or entire ee of shoes 
from manufacturers, jobbers or retaile 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 





Mandel Adds to Sales Force 


Los ANGELES, CALIF. — Two well- 
known retail shoemen, who have long 
specialized in handling the local high 
trade have been added to the sales per- 
sonnel of Mandel’s Seventh Street shoe 
store. J. A. Chard, former footwear 
fashion advisor in the French Room at 
Bullock’s-Wilshire store, and C. M. Reid 
who was with the local I. Miller store 
and previously with the Innes Shoe Co., 
are the newcomers to the selling staff. 





L. A. Wheeler Returns to East 


Boston, Mass.—Louis A. Wheeler 
has recently returned to the East to 
assume direction of designing and sell- 
ing of men’s and boys’ lasts in the 
Brockton branch of the United Last 
Company. 





LOUIS A. WHEELER 


For the past nine years Mr. Wheeler 
has been in active charge of the same 
departments of Krentler Bros., St. 
Louis branch of the company, where 
his success has been outstanding. 

He will make frequent trips to St. 
Louis and the surrounding territory 
from Brockton, keeping in constant 





WE BUY 

lus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 

IRVIN RUBIN 
“The House of Jobs” 
89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 


Entire or Sw 

















touch with customers in that territory. 

In returning to New England, Mr. 
Wheeler will be renewing many old 
associations. Previous to his affiliation 
with the United Last Company in 1928, 
as owner and manager of the Golbert 
Last Company, Worcester, Mass., he 
was well known to manufacturers of 
men’s and boys’ shoes throughout the 
country. 





Interest in Men’s 
Novelty Shoes 


Los ANGELES, CALIF.—One of the 
surprise sellers in men’s shoes this Fall 
has been the continued interest in gray 
calf and gray reversed calf, reports 
P. D. Quist, shoe buyer for the Mullen 
& Bluett clothing store. Indications 
are grays will sell steadily until Spring. 
However, the number one seller here is 
“The Londoneer” in black and brown 
calf. This shoe is made over a very 
narrow last with a wide ball tread. A 
very wide spade shank trim accents this 
last to perfection. 





Berland Expands on Coast 


OAKLAND, CALIF.—The second in a 
group of Berland Shoe stores for the 
Pacific Coast has been opened at 1535 
Broadway with Bert Godfrey in charge. 
Formulated plans now call for the 
opening of two more stores in the very 
near future, one at Sacramento and 
another in Oakland. Other cities are 
under consideration. 

All stores in this group are under 
the local management of Robert Gold- 
berg whose headquarters are at the 
Los Angeles Berland store. 

The selection of Godfrey as Oakland 
manager was in recognition of his 
splendid record as assistant manager 
of the Los Angeles store. 
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Opens Children’s Department 


New Beprorp, Mass.—With the open- 
ing of a new children’s footwear section 
on the third floor, Cherry & Co., depart- 
ment and specialty store, for the first 
time entered the children’s shoe busi- 
ness. The department features chil- 
dren’s shoes ranging in price from 
$1.98 to $6. 

The company has for many years 
operated a _ successful street floor 
women’s shoe department. Both de- 
partments are in charge of P. V. 
Fredette. 


Shoe Stores Up-to-Date 


[CONTINUED FROM PAGE 58] 


per cent of the local liquor store 
patrons. 

* The population of this typical city 
is 70 per cent German, 5 per cent Irish 
and 5 per cent Polish. Less than 15 
per cent of the population is foreign 
born. Among the industries is a large, 
modern range works, a barn equip- 
ment manufacturing concern and the 
Weyenberg Shoe Co. operates two 
plants in the city. 

This, then, is a typical American 
town, where the typical wage earner is 
served by the typical shoe store owner 
and manager. The latter, a modern, 
hustling, progressive fellow, living a 
full, well-balanced life. And inasmuch 
as he is typical, he can be duplicated in 
almost every section of the country. 


Don’t Forget Shoes During 
Holiday Season 


[CONTINUED FROM PAGE 59] 


a formal evening pajama shoe, it’s cork 
covered with gilt or silver kid. Now 
you can add a cubit to your stature 
... and considerable spice to your ward- 
robe. Silver top, gilt soles. Gilt top, 
silver soles, $16.75,” 

All of which affords concrete evi- 
dence of the amazing speed with which 
new ideas in shoes are seized upon, de- 
veloped and promoted to the public in 
these modern days. 

In some of the large cities clear- 
ance sale ads are beginning to appear 
and it is not unlikely that more of them 
will be seen next month, in view of the 
fact that many stores are carrying 
relatively heavy stocks for so late in 
the season and merchants will be eager 
to get an early start on stock reducing 
promotions. It is unfortunate from 
every standpoint that profits should be 
sacrificed on seasonable footwear be- 
fore the Christmas holidays, but under 


the conditions prevailing this season, a . 


certain amount of this sort of promo- 
tion is inevitable, and the shoe trade is, 
on the whole, to be considered fortunate 
that it has been kept fairly well within 
bounds up to now. 
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# Buying 


BOOTS AND SHOES 


BASS, GEO. H., CO., Wilton, Me 

CAMBRIDGE RUBBER CO., Cambridge, Mass 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
CONFORMAL FOOTWEAR COMPANY, St. Louis, Mo 
DANVERS SHOE CO., Newburyport, Mass 
ENDICOTT-JOHNSON’ CORP., Endicott, N. Y 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo 

GODMAN, H. C., CO., THE, Columbus, O 

GREAT EASTERN SHOE CO., Boston, Mass.........0.. 0000. ccccceueceteees 
GREEN SHOE MFG. CO., Boston, Mass 

HARRISON SHOE CO., Everett, Mass 

HOOD RUBBER CO., INC., Watertown, Mass 

JARMAN SHOE COMPANY, Nashville, Tenn 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 


’ MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 


NATHAN, DAVID T., Boston, Mass 

OWENS SHOE CO., Salem, Mass 

PEDICRAFT SHOES, Philadelphia, Pa 

PIED PIPER SHOE CO., Wausau, Wis 

ROBERTS, JOHNSON & RAND, St. Louis, Mo 

ROHN SHOE MFG. CO., Milwaukee, Wis..........0.00 00000 eee ee ee 
SANDLER, A., Boston, Mass 

UE, Wala Ween FPMOOTT, DAD... 5 5 5.0.08 cas OREM ER pane nhac capa sowenaie nen 
WEITZMAN SHOE CO., Newark, N. J 


LEATHER AND OTHER MATERIALS 


AMERICAN OAK LEATHER CO 

BROWN COMPANY, Portland, Me.................0.2...02-5-. 

COLONIAL TANNING CO., Boston, Mass 

ENGLAND-WALTON CO., Boston, Mass 

GALLUN, A. F., & SONS CORP., Milwaukee, Wis 

GOODYEAR TIRE & RUBBER CO., Akron, O.........0...0.20 0c ccc eee eeeeee. 27 
HUBSCHMAN, E., & SONS, Philadelphia, Pa . 2nd Cover 
KISTLER LEATHER CO., Boston, Mass 29 
PANTHER-PANCO CO., Chelsea, Mass 

RICHARD YOUNG CO., New York City.................00..000005. 

SURPASS LEATHER CO., Philadelphia, Pa............0 06.0 ec cee 
VAN TASSEL LEATHER CO., Norwich, Conn..............0000 00000 e eee 
ZIEGEL-EISMAN CO., Boston, Mass 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


SPAULDING FIBRE CO., No. Rochester, N. H 
UNITED FAST COLOR EYELET CO., Boston, Mass 
UNITED LAST COMPANY, Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston,. Mass 


STORE EQUIPMENT AND FINDINGS 


MANOLIS MANUFACTURING CO., Chicago, Ill 
MOHAWK CARPET MILLS, New York City 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa 
POLLINGER, M. D., CO., Stamford, Conn 
SCHOLL MFG. CO., INC., Chicago, Ill 

SHOE FORM CO., Auburn, N. Y 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 

BENJAMIN FRANKLIN HOTEL, Philadelphia, Pe 

HOTEL McALPIN, New York City 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 

NATIONAL SHOE FAIR, Chicago, Ill 

NELSON, B., INC., New York City 

TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass 
WILLIAM ISELIN & CO., INC., New York City 
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The perfect 
forepart 











ARCH-TYPE 











Make sure that your customers have the advantages of these modernized arch-type shoes. They are far 
more flexible and comfortable than shoes made with innersoles — better wearing, too. And like all 


Compo Shoes the bottoms are smooth, the edges trim with no channels to peel. This new application 





of Compo Technique is particularly suited to models with medium or higher heels. It brings a new 






daintiness and charm to footwear without sacrificing any of the strong support which is an essential of 
COMPO SHOE 


S h Sol every arch-type shoe. Compo Shoe Machinery Corporation, Boston, Massachusetts. 


soos sce = OMPOY 


“Peely” Sole 
SINGLE SOLE (SBICCA DELMAC) 
ARCH-TYPE SHOES 


MORE THAN 200,000,000 PAIRS OF COMPO SHOES HAVE BEEN MADE 





8 be BOOT AND RECO every Saturday Company (Inc.), Publication office, Chestnut and 56th Sts., Philadelphia, Pa. Editorial 
be eatin clo, 239 West zoe or, New TOE Rk be a er) tee A lass matter November 23, 1932, r * gg Post Office in Philadelphia under Act of March 3, 1879. 
Subscription poles $3.00 per year. Printed in U. 











mets WHITEST WEITES” 








GOO0:5 
WAVES pL. 


Let us remember that in this highest 
standard of living country on earth, 
there are 


% over 10 million women gainfully 
employed 


% over 26 million housewives 


That the farmer’s share of the consumer's 
food dollar is 40 cents, the highest propor- 
tion since 1929— 


That we have a problem of undercon- 
sumption, rather than overproduction. 


% There are 24,000,000 passenger 
automobiles registered in the U. S. 
A car for every 1% families in the 
nation! 


% In 1936, we produced less than 168,- 
000,000 pairs of all kinds of women’s 
shoes; a ratio of only 3.63 pairs per 
year for every young and older 
woman. 


There are customers ahead of you! 
Millions of them. At least 8 million who 
will again want the indispensable white 
LEVOR kid shoe! 


Have confidence in proven profit makers 
and you will have customers. Buy LEVOR 
white kid shoes in full confidence that 


they will sell ! 


G. LEVOR & CO., INC. 
Tanners over 60 Years 
GLOVERSVILLE NEW YORK 


U0 SA ee RE eR 
wo asa ae 

















PATENT 





THE MOST BRILLIANT OF ALL BLACKS 


Glitter and shine are all-important in fashion’s scheme ‘of things, both 
for this season and next. Which, of course, is where Colonial Black Patent 
comes into its own with its ebony blackness of color, its diamond-bright 
highlights and its long-established reputation for wearing well. 

You will do well to anticipate an even larger demand for black patent 
leather for 1938, not only as a year-round classic but in your plans for 
Southern shoes to be worn with bold prints and colors. 

Don’t forget that we specialize in colors, too, with a line of more than 
thirty shades of Colonial Patent. May we send you sample swatches? 
Please address your request to Department R. 


“! COLONIAL TANHING COMPANY, 207 SOUTH STREET, BOSTON, MASS. 


ac lk LEATHER 


BOOT AND SHOE RECORDER, December 4, 





1937 























BOOT AND SHOE RECORDER, December 4, 1937 Page 5 


What does the Health Spot Shoe 


Franchise mean to you? 
SALES ENGINEERING 


Enters the Shoe Store 
.... as a basis for 


making money thru 
SERVICE 


Seven people out of ten in your 
trading radius suffer with some 
form of foot trouble. They walked 
into it in wrong shoes—they can 
walk out of it in right shoes. 


This is the shoe retailer’s 
GOLDEN OPPORTUNITY! 


HEALTH SPOT SHOES 
have been created after years of 
scientific research to straighten up 
weak feet and to get at the basic 
cause of all foot troubles. 


With the Health Spot Shoe as a 
profitable mark-up unit, plus dealer 
training schools, modernized store 
fronts and interiors, budget control 
and store finance . . . Health Spot 
Dealers enjoy an ever growing cli- 
entele of repeat customers, earned 
through rendering a valuable pub- 
lic service in correcting weak feet. 


A few franchises for exclusive 
Health Spot Shops are available in 
certain cities in the United States 
with a population of 25,000 to 
100,000. 












HEALTH SPOT SHOES 









































STANDARD HEALTH SPOT SHOP 
WINDOWS AND FRONT 








Supplemented with the 
educational window _ dis- 
plays as backgrounds, the 
standard Health Spot window 
is a vital factor in creating a 
professional atmosphere which 


serves to build confidence and 
teinge window shoppers into the SUGGESTED FLOOR PLAN FOR 


store practically sold. STANDARD HEALTH SPOT SHOP 
INTERIOR. 


WRITE TO THE SALES ENGINEERING DEPT. 


MUSEBECK SHOE CO. 


DANVILLE, I'LLINOI!IS 
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One day last winter we were riding in the Binghamton 
bus that takes the kids to school. It was crisply cold 
out, and snowing. The car was full of school-girls, all 
chattering like magpies. 


Then another little girl got on the car. She was wearing 
a pair of our white elk Sno-Boots with a trim little red 
plaid collar. And you should have heard the “Oohs” 
and “Ahs” and “Where did you get thems.” To which 
our little friend proudly replied “They’re Endicott 
Johnsons, of course!” 


There’s hardly a girl of school age in your city who 
won't want a pair of these smart little Sno-Boots the 
moment she sees them in your window. They’re beau- 
tifully made .. . warmly lined . . . the kind of sensible 
winter footwear that mothers like, and at a price they 
won’t mind paying. 


You’re losing additional winter business every day that 
you fail to stock Endicott Johnson Sno-Boots! 
















Prices subject to change without notice. 


ENDICOTT, N. Y. e¢ ST. LOUIS, MO. 
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5901—Misses’ Smoke Elk, Cord 
Stitched Moccasin, Sport Rubber Sole 
and Heel, Goodyear Stitched. ria 


5903—White Elk. 1244/3..... $1.50 
4600—Girls’ Smoke Elk, Cord Stitched 
Moccasin, Rubber Sole and Heel, Stitch- 
Gime DGIS...: |. cdc. $1.65 
4601—Misses’. 1114/2........ $1.40 
46011%4—Child’s. 8'4/ll...... $1.30 
4602—White Elk. 234/9...... $1.65 
4603—AMisses’. 11144/2......... $1.40 
4603%—Child’s. 814/1l...... $1.30 
2664—Cherry Elk. 21%4/9...... $1.65 
2665—AMisses’. 1134/2......... $1.40 
4604—Girls’ Smoke Elk, Cord Stitched 
Moccasin, Red Plaid Collar, Rubber 
Sole and Heel, Stitchdown. 74). i 


5960—Girls’ Smoke Elk, Sport Rub- 
ber Sole and Heel. Goodyear Welt. 
BTC OC ere $2.50 
5950—Smoke Elk. 3/9 A, B, C.$2.50 
5951—White Elk. 3/9 A, B, C.$2.50 
5915—Girls’ Brown Elk, Red Plaid 
Collar, Flanged Heel, Linol Sole, Good- 
year Stitched. 346/9........... $2.00 
5974—Girls’ Brown Elk, Red Plaid 
Collar, Brass Eyelets, Instep Strap, 
Flanged Heel, Linol Sole. 4/9, Width 
Cee reek cn dewnamouansnened $2.65 
5552—Infants’ Smoke Elk, Natural 
Wool Collar, Stitchdown. 5/8. .$1.35 
5553—White Elk. 5/8........ $1.35 
5972—Girls’ Brown Eskimo Calf, 
Brown Stitched Vamp, Brown Felt Col- 
lar. Flanged Heel, Linol Sole. 3414/9, 


bl ee ae $3.15 
5973—Boys’ Plain Vamp, Blue Felt 
Collar. 4/9 Width C.......... $3.10 


5906—Girls’ Smoke Elk, Natural Wool 
Collar, Patch Moccasin, Sport Rubber 
Sole and Heel. Goodyear Stitched. 


po) ES ae ere $2.00 
5907—Misses’. 1234/3.......... $1.65 
5910—White Elk. 2%4/9...... $2.00 
5911—Misses’. 12%4/3........ $1.65 


5913—Girls’ Smoke Elk, Red Plaid 
Collar, Sport Rubber Sole and Heel. 
Goodyear Stitched. 2%4/9...... $2.10 
5914—Misses’. 121%4/3......... $1.75 
5900—Girls’ Smoke Elk, Sport Rubber 
Sole and Heel. Goodyear Stitched. 
SE re ere ht $2.00 
5902—White Elk. 2%4/9...... $2.00 
5904—Cherry Elk. 2%4/9 .....$2.00 





NEW YORK CITY 























Today, the single-split-sole method of shoe-making is universally 
recognized as the most modern, economical and efficient way of 
making fine shoes that has ever been devised. 126 manufacturers 
listed on the facing page, have produced 12 million pairs of shoes 
by this process. And that is but a beginning! e New refinements of 
construction are now available with the Sbicca-Delmac Method. The 
license-rate has been lowered. Fine shoes made by this process 
are being sold by quality retailers everywhere. More than ever, 
Sbicca-Delmac is a vital force in the shoemaking industry of America. 


SINGLE SOLE METHOD OF 


ie ae. Mite 


IS FULLY PROTECTED BY U. S. PATENTS 


LIST OF PATENTS 


Number Date (As to Claims 1-3 & 11-14 incl.) 
2,012,914 ............... August 27, 1935 





a er spe 2.012.915 ....... August 27, 1935 
1.567.685 ...... August 31, 1926 (As to Claims 1-10 incl.) 

achiev ubdemnmaa ss ~ May 21, 1929 2.919,459 ....... October 29, 1935 

1,728,366 ..... September 17, 1929 2,041,360 . May 19, 1936 

ya A | July 14, 1936 

1,939,527 ..... December 12, 1933 2,084,892 ..._.. June 22, 1937 

1,988,281 .......... January 15, 1935 REISSUE 20,273......Feb. 16, 1937 

20,274.....Feb. 16, 1937 

1,988,282 ........... January 15, 1935 os 20,387...June 1, 1937 


2,012,913 ................ August 27, 1935 (Other Patents Pending) 












if you are a quality shoe apractents, you owe your- 


self, your dealers and their consults, the many advantages 


and economies inherent in shoes made by the Sbicca- 


Delmac method. Write today for complete information 


regarding the improved process, the new, lower license 


rate, and the “new quality and economy features. 


SBICCA-DELMAC, 


sm 


THESE 126 MANUFACTURERS 
PRODUCED 12 MILLION 
PAIRS OF SHOES BY THE 
SBICCA-DEL MAC METHOD 


Fashion Ornament Co. 


Inc. 
Long Island City, N. Y. 
Gold Seal Shoe Corp. 
Lynn, Mass. 


New bag City 
Tuppe: 

New York City 

Stone Shos Co. 

New York City 

Geo. E. Keith Co. 
Brockton, Mass. 

S. Rauh & Co. 

New York City 
Looped § Shoe Corp. 
Salem, Mass. 

Bender Shoe Co. 
Lynn, Mass. 

General Shoe Corp. 
Nashville, Tenn. 
Bancroft-Walker Co. 
Waltham, Mass. 
International Shoe Co. 
St. Louis, Mo. 
International Shoe Co. 
Claremont, N. H. 
Wolff-Tober Shoe Mig. Co. 
St. Louis, Mo. 





La Comtesse Shoecrait, Inc. 


New York City 
Carmo Shoe Mig. Co. 
Carthage, Mo. 
Paramount Shoe Co. 
St. Louis, Mo 
Craddock-Terry Co. 
Lynchburg, Va. 
Plaut-Butler, Inc. 
Harrison, Ohio 
Eastern Footwear Corp. 
Brooklyn, N. Y. 
Geo. C. Williams, Ltd. 
New Toronto, Ont., Can. 
Reuben Gordon Shoe 
Co., Inc. 
Philadelphia, Pa. 
Kane, Dunham 6 Kraus. 
Inc. 
St. Louis, Mo. 
Windsor Shoe Co. 
Littlestown, Pa. 
Diamond Shoe Co. 
Brockton, Mass. 


M. Wolf’s Sons, Inc. 

Brooklyn, N. Y. 

Andrew Geller Shoe 
Miq. Co. 

Brooklyn, N. Y. 

Schwartz & Dynan. Inc. 

Brooklyn, N. 


La Valle, iy 
New York City 


Martin-Weinstein Shoe Co. 
Brooklyn, N. Y 


Somersworth Shoe Co.. Ine. 


Somersworth, N. H 
Martin-Tickelis Shoe Co. 
Ipswich, Mass. 

D. Armstrong & Co. 
Rochester, ¥. 
Plaistow Shoe Co. 
Plaistow, N. H. 

La Gioconda Shoe bee Co. 
Montreal, P. Q., Canada 
Mackey-Starr, Inc. 

New York City 

Rao Footwear Corp. 
New York City 

Bennett Shoe Co., Inc. 
Marlboro, Mass. 

Valley Shoe Corp. 

St. Louis, Mo. 

Milius Shoe Co. 

St. Louis, Mo. 

C. P. Ford & Co. 
Rochester, N. Y. 

G. Edw. Smith Shoe Co. 
Columbus, Ohio 
Samuels Shoe Co. 

St. — oye 

Brown Shoe Company 
St. Louis, Mo. ‘an 

E. R. Apt Shoe Co. 
Haverhill,’ Mass. 
Simplex Shoe Mig. Co. 
Milwaukee, Wisc. 


St. Louis, Mo 
Cotes National 


wk, gg a 
Beker & Friedman Shoe 


o., Inc. 
Brooklyn, N. Y. 


Bon-Tell Footwear. Inc. 
New York City 


The Lieya Shoe Co. 
. ley, mee - 
() nm, Stephens 

Shinkle ee So: 
St. Louis, 


Johansen Bros. Shoe Co. 


‘St. Louis, Mo. ; 


Liberty Shoe Co, 
Lynn, Mass. ‘ 
Gregory & Read Co. 
Lynn, Mass. 
Florsheim Shoe Co. . 
Chicago, Illinois 
Eleven Shoe Co. 
Spencer, Mass. 
Grand Shoe Co. 
Haverhill, Mass. 
Avon Shoe Co. 
Jersey City, N. J. 
Grossman Shoes, Inc. 
Brooklyn, N. Y 
Gilbert Shoe Co. 
Manchester, N. H 
Salvage Shoe Co. 
Manchester, N. H. 
Canadian Consolidated 
Felt Co. 
Kitchener, Ont., Can. 
Advance Shoe Co. 
Chicago, Ill. 
Clark Shoe Co: 
Auburn, Maine * 
Denovia, Inc. 
Philadelphia, Pa. 
Maybury Shoe Co, 
fechester, N. H. 
Illinois Shoe Co. 
Pontiac, Ill. 
Radcliffe Shoe Co. 
Lynn, Mass. 
Harvard Shoe Co. 
Boston, Mass. 
Princess Shoe Co., Inc. 
Keene, N. H. 
Newmarket Shoe Co. 
Newmarket, N. H. 
Clover Shoe Co. 
Burlington, N. J. 
Allied Shoe Co. 
Elgin, Illinois 
Kimel Shoe Co 
Claremont, N. 
Philco Shoe Co. 
Auburn, Maine 


SBICCA-DELMAC, 


Herman B. Delman, Pres. 
Max L. Friedman, Vice Pres. 


Fred Maccarone 


Harry Sutcliffe 


NEW YORK CITY 


Kennebec Shoe Co. 
Hallowell, Maine 


La Belle Footwear. Inc. 
New York City 

M. Lauer 

New York City 

C. & A. Lo Presti. Inc. 
New York City 

Palter De Ligo. Inc. 

New York City 

Pincus & Tobias, Inc. 
Brooklyn, N.Y. 

E. H. Strassburger, Inc. 
New York City 
Unity-Grossman. Inc. 
New York City 
Winkelman Shoe Mig. Co. 
Philadelphia, Pa. 
Seymour Troy & Co.., Inc. 
how York city 
Laird-Schober. Inc. 
Philadelphia, Pa. 
Carlisle Shoe Co. 
Carlisle, Pa. 

Unity Shoemakers Co 
Sich los 
Macon Shoe Co. Inc. 
Haverhill, Mass. 
Universal Shoe Corp. 
Sanford, Maine 

Eee lebacen Corp. 
Owego, N. 


Delman. In 

New York City 

Thompson Shoe Co., Inc. 

New York City 

B. E. Cole Co. 

Norway, Maine 

Merry Shoe Co,, Inc. 

Lewiston, Maine 

. P. Smith Shoe Co. 
ecco. Hiinois 

Royl 1 Shoe Co. 

Pontes Il. 

Jones Walsh Shoe Co. 

St. Louis, 

Mitchell Shoe Co. 

Biddeford, Maine 

Wellesley Shoe Co. 

Framingham, Mass. 


Miller Shoe Co. 
Derry, N. H. 


Frank Sbicca 
Paul E. Kelly 





a ny > Shoe- 
ers. Inc. 
Cheaee. Illinois 


Algy Shoes. Inc. 
Everett, Mass. 

Arrow Shoe Co. 
Danvers, Mass. 

Cord Shoe Co. 
Beverly, Mass. 

Fisher Shoe Co. 
Boston, Mass. 

Jay Shoe Mfg. Co. 
Cambridge, Mass. 
Prospect Shoe Co., Inc. 
Lewiston, Maine 
Stritter Shoe Co. 
Lynn, Mass. 
Hamilton-Brown Shoe Co. 
St. Louis, Mo. 

Muskin Shoe Co. 
Baltimore, Md. 

Fern Shoe Co. 

s Angeles, Calif. 
Conway Shoe Co. 
Keene, N. H. 

Sulkis Shoe Co. 
Marlboro, Mass. 
Jacobs Shoe Co. 
Webb City, Mo. 
O'Donnell Shoe Co. 
Humboldt, Tenn. 
Sbicca, Inc. 
Philadelphia, Pa. 

The H. C. Godman Co. 
Columbus, Ohio 
Exeter Shoe Co., Inc. 
Exeter, H. 

Cornell Shoe Co., Inc. . 
New York City 
Scholnick Shoe Co. 
Boston, Mass. 


Mayfair Shoe Co. 
Newburyport, Mass. 


Thompson Shoe Co., 
= York City 


Palizzio, Inc. 
New York City 


Pre-Vieu Slipper Co., Inc. 
New York City 


Inc. 


George L. Miller, Vice Pres. 
Arthur Sbicca Sec'y & Treas. 
Max L. Schallek 

John Garaguso 
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Mother knows the importance of FLEXIBILITY in her 
own shoes. Foot health and foot comfort depend up- 


on it and she is right in demanding it for her children. 


Selection of proper materials is essential and the 
method of construction must be right. LITTLEWAY 
and UCO LOCKSTITCH shoes provide two sure 
and practical ways of securing the flexibility and 


comfort required by young and active feet. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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‘LET BALL-BAND QUALITY BRING YOU EXTRA 
PROFITS NEXT SPRING AND SUMMER! 
SELL SMART 


~~») 


a 1) K 
>) ( wi Wiel Wh) 


~~ 
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You'll find Summerettes easy to sell be- 
cause they're so colorful—so smart —so 
trim fitting. And you'll find they bring 
customer satisfaction and repeat sales be- 
cause they're built to BALL-BAND high 
standards. These attractive new Summer- 
ettes ate offered in. a wide choice of colors 
and styles in keeping with the style fore- 
casts for next spring and summer — and 
BALL-BAND has spared no pains in giving 
dealers a line that will greatly stimulate 
their sales. If you haven't seen this new 
Summerette line you certainly will want to. 
And you ought to see it soon, too, for there 
is a very attractive, profit-increasing plan that 
applies to orders placed before December 31, 
this year. Write or wire for full information. 


CMs Mishawaka Rubber & Woolen 


| ~~ es 280 Water Street, Mishawaka, Indiana 
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Cons kid 


VANS Kid Leathers are color-keyed to fashion. And texture-keyed to quality. The 

Feathernap is rich with a perfect length nap. The Glazed Kid is softly lustrous with 

a well-bred, fine tannage grain. Both are tanned and planned to carry on the distinguished work of 
making beautiful footwear. They are planned to carry on the creative work after the designers 


have done their part. John R. Evans & Company, Camden, New Jersey. 
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NATIONALLY ADVERTISED 7 


MAGAZINES! 
PROVEN FEATURE! 









LOCKS 
THE HEEL 
IN PLACE 





You’ve Heard a Lot About “Heel Latch shoes 


--. about their wonderful beauty, their proven 
feature that locks the heel in place and gives so 
much all-round comfort. Your friends and cus- 
tomers have talked about Heel Latch shoes and 
for the past few seasons you’ve read a lot about 
them in your leading trade papers... 


But-Mr. Shoebuyer, YOU HAVEN'T HEARD ANYTHING YET! 


Heel Latch shoes are really stepping out in 1938. With a sought-after 

feature that has already proven its worth... with national advertising NOW 

in 4 big magazines, having a combined circulation of 5,792,418, telling the 

Heel Latch story to prospects in 1 out of every ae in the U. S. A., 

4 Heel Latch shoes are definitely on the upswing. “Now is the time for alert 
merchants to tie-up with this highly successful line and go places profitably 

in 1938. Call for our representative! 
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